


VOLUME 108 NUMBER 17 
DECEMBER 28, 1935 


y i 


EVERIT B. TERHUNE, President 


WILLIAM M. LEBRECHT, 
Executive Vice-President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
SAMUEL G. KRIVIT 


EDITORIAL STAFF 


ARTHUR D. ANDERSON, Editor 
RAYMOND L, FITZGERALD, Managing Editor 
OWEN A. THOMAS, Associate Editor 
HARRY R. TERHUNE, Field Editor 
RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor 


Owned and Published by 


1) 


CHILTON COMPANY 
(Incorporated) 
Executive Offices: 

Chestnut and 56th Streets, Philadelphia, Pa. 
C. A. MUSSELMAN, President 
FRITZ J. FRANK, Executive Vice-President 
Vice-Presidents 
FREDERIC C. STEVENS 
JOSEPH 8S. HILDRETH 
GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 
ERNEST C. HASTINGS 
WILLIAM A. BARBER, Treasurer 
TOHN BLAIR MOFFETT. Secretary 


BOOT anv SHOE 
RECORDER 


with which is combined 


THE SHOE RETAILER 
CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 


Sales Offices 


239 WEST 39TH STREET NEW YORK, N. Y. 





IN THIS ISSUE 


Voice of the Trade. 

What Shoe Men See in 1936. 

Promotion's Part—A 1936 Program for Profit 
The Shoe Store Looks to the Future 


Utility Combines With Beauty. 


Where Do Shoe Dollars Come From? 


The Editor's Outlook. 

Expense Control and Merchandising Clinic 
Ten Men Coordinate Shoe Fair Activities 
The Retail Calendar for January. 


Shoe News . 


Copyright 1935 by Chilton Company (Incorporated) 





ADVERTISING STAFF 


S. G. KRIVIT, E. B. TERHUNE, JR., 
239 West 39th St, New York, N. Y. 
Telephone: Pennsylvania 6-1100. 


L. F. DUTTON, E. P. LINGHAM, GOR- 
DON SCOTT, FREDERICK A. RUS- 
SELL, 140 Federal St., Boston, Mass. 
Telephone: Liberty 4460. 

B. C. BOWEN, PHILLIPS G. TERHUNE, 

ROBERT A. GALLAGHER, 209 S. 
State St., Chicago, Ill. Telephone: 
Wabash 8058. 

H. WALTER SCOTT, Chestnut and 56th 

Sts., Philadelphia, Pa. Telephone: 


HUGH M. BOWEN, 1627 Locust St., St. 
Sherwood 1424. 


Louis, Mo. Telephone: Garfield 3347. 


Memper, Audit Bureau of Circulations: Member, Associated Business Papers 


Published every Saturday. Subscription Price: United States and Possessions, Mexico, Cuba, $3.00. 
Canada, $2.60 extra; Foreign. $10.00 a year. Single copy 25 cents. 





STAGE A 


BOOT AND SHOE RECORDER, December 


“COUP DE STYLE” 





Stvte is something spectacular in a shoe with highly 
developed scientific features, but it can be had! Witness 
the Air-O-Pedic line with smart, attractive. salable 
models that women want, not only for comfort but for 
correctness with Spring clothes. 

Look for Air-O-Pedics at the Chicago Show at the 
Palmer House (Room 861) during the week of January 6: 
or at the Boston Show at the Hotel Stutler (Room 435), 
the week of January 13. You will find that they are made 
of finest leathers, with more than 100 clever styles in 
stock to choose from. All sizes and widths. Retail prices 
begin at $6.50, which allows for a generous mark-up for 
your department. Air-O-Pedic Shoe Co., Brockton, Mass. 


AIR-O-PEDIC 


SHOE COMPANY, BROCKTON, MASS. 








-¥- 


NINE REASONS WHY AIR-O-PEDICS 
WILL INCREASE YOUR PROFITS: 


l Correct fit: Air-O-Pedic 

lasts allow the ball of 
the foot to fall in its 
natural position. 


2 Metatarsal arch sup- 
ported without strain. 


3 Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 
ball and heel-tread, 


keeping the foot ina 
normal position. 
No slipping: no gap- 

6 ing: Air-O-Pedic 

hoes fit securely. No 
chafing and no friction 
to wear out hosiery. 

7 Non-binding vamp and 
throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


8 Cushioned heel rest: 

Air-O-Pedic heel rest — 
a shock absorber at 
every step—developing 
the natural action of 
the foot. 

9 Newest styles in all the 
wanted colors and 
materials. 
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VOICE of the TRADE 


ETHIOPIANS are not the world’s 
only warriors who go barefooted. 
Sam Emmett, a manager of one of 
New Orleans’ shoe department 
stores, tells an interesting story of 
a negro in San Antonio who went 
through the World War without a 


pair of shoes. 





“His feet were size 21-E,” Mr. 
Emmett said, “and he was only 
about five feet tall. He used to 
buy sneakers or tennis shoes in the 
largest sizes made and cut the toes 
out so that the extra six inches of 
his feet could stick out. Then he 
would sew part of an automobile 
tire to them to serve as soles. The 
only pair of shoes he ever had were 
some window display numbers that 
were sent to me in size 21. They 
fit him perfectly and I charged him 
$27.50 for them.” 


* * *% 


CLAY shoes were: made of clay, 
like bricks. They were heated, 
and slipped inside of wet shoes, to 
dry them. A few of the clay shoes 
are preserved in museums. If one 
didn’t have a pair of clay shoes, 
he might get some oats from the 
barn, warm them, and fill his wet 
shoes with them to dry the leather. 


EN addition to celebrating his 
silver anniversary as a retail shoe 
merchant in Santa Barbara, Calif., 
Michel A. Levy was elected presi- 
dent of the local Retail Merchants 
Association. In speaking about 
local retail shoe-conditions, he said: 

“We are one of the few shops 
that did not go into the lower 
grades, but of course the top grades 
are not selling, although they are 
coming back slowly. People have 
learned that the $8.50 to $10.50 
shoes wear and have style—so it 
will take time to bring people back 
to paying $12.50 to $16.50 for their 


shoes.” 
* * x 


WHEN a new man comes to a 


store—it’s news. But when he is 
welcomed as “the tops” it’s NEWS. 





J. L. Fadley has been appointed 
as buyer of men’s and boy’s shoes 
for Broadhurst, Inc., of Denver. 

“I feel very fortunate,” says 
Ralph Broadhurst, “in securing a 
man of Fadley’s ability and experi- 
ence to take charge of our men’s 
department. He is known among 
shoe men as probably the best in- 
formed man in this section of the 
country on men’s high grade shoes, 
and he has a wide personal follow- 
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ing among the men in Denver who 
can and do buy the best grades.” 

Broadhurst has always catered 
to the highest type clientele. 


* * * 


W ALTER C. ROOSE, Winthrop 
Shoe Company, St. Louis, Mo., 





“Are more dollars’ worth of hats 
sold per year than men’s shoes? 
If there are not why, oh why, do 
all the advertisements to men use 
almost a third or a quarter space 
for a nice outstanding hat adver- 
tisement and let the ‘male bird’ for- 
get all about shoes? 

“Before me is a page advertise- 
ment of clothing and hats—(no 
shoes). What is man to do—wear 
a hat and go barefooted? I won- 
der? 

“It’s about time that men’s shoes 
get some favorable mention along 
with other men’s wear. Tell the 
retail firms that invest their good 
dollars in men’s shoes to see that 
they move them ‘in season’ same 
as in the hat business. Stimulate 
demand with a new stock of men’s 
footwear that will be radically dif- 
ferent enough so that the masculine 
race can and will see a difference.” 




















THOMAS F. CALLAHAN, wom- 
en’s shoe buyer at B. Altman, New 
York City, says: 

“Few shoe men fully realize the 
changed conditions under which 
shoes are being sold now, when 
compared with back in 1914. Then 
the average wholesale price for 
women’s shoes was $2.00, with the 
top grades selling at $5.00 and 
$6.00. Right now the average 
wholesale price is a dime less 
than it was 21 years ago and 
the top grades are retailing at 
$12.50 and up. This means that 
the public was buying relatively 
half as good shoes in 1914 as it is 
now.” 


* * % 


HEARRY EDISON, president of 
Edison Brothers Stores, Inc., St. 
Louis, Mo., says: 

“With sales exceeding $16,000,- 
000 for 1935, our company will 
close the most favorable year in 
its history from both the standpoint 
of sales and earnings. Various 
operating departments throughout 
our organization have been brought 
up to a higher standard of effici- 
ency in anticipation of equally 
favorable results for 1936 and hope 
of an even more favorable show- 
ing.” 

* * * 


A SHOE STORE, to be successful, 
must get down to certain well- 
defined policies and stick to them, 


i eT 

VreF His 

} yen Wo fal \ r 

i 
R. J. Matchett impressed on me. 
His Brownbilt shoe store in Santa 
Monica is an example of just what 
he means. 

“We know we cannot carry every- 
thing,” says Mr. Matchett, “but we 
do know we can satisfy many peo- 
ple by catering to the good family 
trade. This store is therefore giv- 
ing a certain service and type of 
goods which appeals to the family 
needs. We are not trying to carry 
all this trade we may dream about 
in the way of shoes, although we 
endeavor to keep a sane, balanced 

















—That “only the rich pay taxes" is 
a fallacy, pure and simple. 

—It's the little fellow who is carrying 
the tax load today—and how! 
—Do you know that there are 27 
taxes included in the purchase 
price of an automobile and that 
there are 117 different taxes in- 
volved in the up-keep of an auto- 

mobile? 

—Do you know that the man who 
buys a package of cigarettes a 
day pays more in taxes than the 
married man with a $2,500 in- 
come? 

—Do you know that over 30 cents 
of every dollar spent by Mr. 
Average Man is for taxes? 

—Every sensible man knows that 
taxes form an integral part of our 
modern civilization. 

—Taxes are needed to build good 
roads, fine public buildings and to 
enable us to operate our govern- 
ment in an efficient and business- 
like way. 

—But taxes imposed upon us in an 
amount that hurts purchasing 
power and our standard of living, 
and at the same time encourages 
extravagant government spending 
and disastrous waste, do not con- 
stitute good or practical taxation. 

—Taxes that become a serious social 
burden, instead of a benefit, are 
taxes to be avoided or eliminated. 

—What are you, as an individual, 
going to do about this tax situa- 
tion? 


Zot 6 Tek 


President 





stock. There is a chance for a man 
with a relatively small capital who 
watches his trade and does not take 
chances on buying this and that for 
here and there. 

“Selling shoes which we know to 
be right from every angle has a 
bright future. Our policy for the 
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past seven years has been ‘Right 
Shoes, Fitted Right.’ This means, 
not what the trade thinks is right, 
but what we KNOW to be right. As 
a result 85 per cent of our business 
during 1933-34 was repeat business, 
showing how loyally our trade stood 
by us during the lean years.” 


* * * 


SYD CURRY, mid-west salesman 
for C. B. Slater & Company, says: 

“What does anyone with a nor- 
mal foot need other than a good 
shoe, with solid insole, plenty of 
ball room and a snug fit at the 
top—and in particular the only 
place to snug the heel is to take the 
wood out at the top of the quarter 
over the heel. What this country 
needs is good shoes with good sales- 


manship.” 
7 * * 


THE leather medal! Most every 
body has heard tell of it. Some hav: 
had a leather medal given to them 
The origin of the burlesque hono: 
dates back to King John of 1350. 
To ransom his royal person, Kin; 
John promised to pay 3,000,000 
gold crowns to King Edward, th 
Third. To raise the gold, he skimped 
on his personal expenses. He pai 
off the palace help with leathe: 
money, or discs of sole leather wit!: 
a small leather nail head in the cen 
ter. These leather coins came to bi 
called leather medals and the term 
survives to this day. 








S6WWVITH two well-known brand- 
of health shoes retailing from $6.(\() 
to $7.50 in the house, and just co. 
centrating our business on_ the- 
lines, we find the shoe retailing 
problem is a fairly simple on.’ 
says E. W. Acklin, of Salem, Ove. 
“We have only two things to oller 
the public, good shoes and good 
service. 

“Being in a relatively small ¢i\. 
we get excellent results from kn: w- 
ing every person who comes in ‘he 
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store. We not. only know who they 
are, but what they do, so we are 
uble to give them sound advice on 
the kind and type of shoes best 
suited for their individual needs 
without asking too many personal 
questions. This means that we give 
our customers the precise shoes they 
ueed, the ones which will give them 
the greatest possible amount of 
comfort and practical wear. 

“Good substantial gains in dol- 
lars and friends month after month 
prove to us this is a busines prac- 
tice which appeals to a great num- 
ber of appreciative women.” 


* * * 


**SPEAKING of regular cus- 
iomers, and who isn’t,” observed 
Mr. Miller of the Miller Shoe Co., 
Marysville, Mo., “we have one 
lawyer on our books who forty 
years ago decided he liked a cer- 
tain style we carried then in our 
Walk-Over line. This attorney, 
W. A. Blagg, now openly boasts 
he has worn the same make, the 
same style and size shoes, pur- 
chased from the same shoe retailer, 
from the time when he first hung 
out his shingle.” 


* * * 


**TO trim windows at a minimum 
of expense, have a solid color floor 
and background,” says A. W. Shi- 
verts, Oakland, Calif. “Then, with 
two blending sets of fixtures, change 
your panels every other week. In 
this way one can ring in a num- 
ber of different color schemes at 
a very little expense.” 


* * % 


LEATHER bones look like a side 
line for the shoe stores. They’re 
made of strips of leather, flavored 
to the pup’s taste, slitted to fringes 
on either end, and bundled up in 
five to six layers and bound around 
with a rawhide string. They’re for 
little dogs to chew, also big dogs. 
It’s better than chewing a slipper, 
or a shoe, for the dog and for the 
footwear too. Canines being popu- 
lar, tons of these leather bones are 
made and sold. 

Dog boots are sold in kennel 
stores. The demand for them in- 
creases when Winter comes. 


1935 


A MAN who does not feature a 
few smart shoes to retail from 
$6.50 to $10 is passing up some 
real business, E. W. St. John, shoe 
buyer for the Miller Mercantile Co. 
in Yakima, Wash., believes. He 





stated: “Even in a city our size 
(22,000) it is possible to do a 
credible job in selling high-style 
shoes in the better grades. We are 
having many instances of custom- 
ers from Seattle and Portland buy- 
ing smart shoes in our house, even 
when they have the great assort- 
ments of these cities'to choose from. 
I not mean they drive 500 miles just 
to buy our shoes, for in most cases 
they are passing through or visit- 
ing here. The point is we can and 
do sell them. 

“The old familiar cry that the 
women from the smaller cities will 
only buy smart shoes in a large 
town is for the most part just a 
worn out alibi of a shoe buyer who 
does not have any courage or style 
appreciation.” 


* * * 


QUITE a little extra business is 
picked up by Folk & Campbell, who 


operate the Brownbilt Shoe Store in 
Reno, Nev., by calling people on 
the telephone. It has been found 
that the hour between 10 and 11 in 
the morning is the best time for 
getting results. 

This system of selling works 
especially well with women who 
have not been in the store for some 
time. J. L. Campbell said that best 
results are obtained by keeping con- 
versations quite short. Messages 
are thought out in advance which 
have a real personal touch. 

. Many dealers have told me that 
they have discontinued using the 
telephone as a means of interesting 
customers in their stores because 
women objected being called to the 
phone when they were in the midst 
of their household duties Perhaps 
the proprietors of this Brownbilt 
store have hit on the right approach 
angle. Anyway, it works with them. 


* * * 


669} T took the shoe industry a long 
while to get the men into black 
shoes, now it is taking them a long 
while to get into browns,” says 
H. J. Allen, men’s shoe buyer in 
the Palace Clothing Co., Tulsa. 
Men are now going into double 
headers a little more than former- 
ly, observes this veteran shoe man, 
who for a time almost believed that 
this method of buying had stopped 
entirely. 





"It may be swell publicity to fit Mrs. Rockmillions at the curb, but I'm afraid the boss has 
started something." 
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As Shoe Men See It 


Some Prominent Leaders in Shoe 
Manufacturing. Retailing and 
Leather Making Survey the Signifi- 
eance of Present Tendencies and 


Give Their Forecasts for the Future 
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A STRONG overtone of belief in a year of profitable 
operation for the shoe industry for 1936 is evidenced 
by opinions from various leaders of the trade. 

So far as the retail shoe merchant is concerned, all 
signs point to a gradual improvement in retail spend- 
ing for the first part of 1936. Even though production 
was high in 1935, retail inventories are relatively well 
in hand, so all natural buying bulges will be reflected 
in all parts of the trade. Requests from Boot AND 
SHOE REcoRDER for individual opinions from various 
shoe manufacturers, tanners and retail shoe merchants 
brought the following expressions: 


JOHN A. BUSH, PRESIDENT, BROWN SHOE 
COMPANY: “Factual signs on the business horizon 
point to definite improvements during 1936. With ag- 
gressive merchandising, intelligent and consistent ad- 
vertising, and alert originality, the retail shoe dealer 
has an excellent opportunity to increase sales during 
the coming year. 

“Footwear production for 1935 probably will estab- 
lish an all-time high record. In spite of this sales ad- 
vance, many leading shoe companies will report smallér 
earnings for 1935 as compared with the previous year. 
Hide and leather costs have advanced materially since 
the first of the year. With purchasing power increas- 
ing, advances in shoe prices should follow. 

“Between May 1, 1933, and Oct. 15, 1935, the aver- 
age cost in the shoe industry had increased from 60 
cents to 99 cents for leather for uppers; from 12 cents 
to 18 cents for linings and trimmings; from 78 cents 
to 98 cents for labor. During the same period, the 
average cost per pair of shoes, at the factory door, 
increased from $3.60 to $4.51. 

“While the coming year looks promising for the 
retail shoe dealer, it is not going to be a year of order- 
taking. That day is past. It is going to take aggressive 
selling. But the merchant who gives careful thought 
to the planning of his merchandising, and who gives 
proper attention to his advertising and window display, 
will reap the benefits.” 


ROGER A. SELBY, PRESIDENT, SELBY SHOE 
CO.: “Just as a few years ago the trend of the de- 
pression was inevitably downward, it now seems to 
me that the reverse is true. Business confidence is re- 
covering on a firm basis and steady advancement over 
a period is in sight, in spite of political uncertainties. 
Business men are showing a return to the old-time 
vigor and initiative which spell aggressive activity 
looking toward progress. It is particularly encourag- 
ing and reassuring to observe the emergence of the 
consumer from the recent price complex—under which 
merchandise was hastily bought because of cheapness 


without regard to worth. The trend back to apprecia- 
tion of quality and good values is quite marked. 
“Further, it seems to me that merchants will do well 
to take cognizance of the prospect of a steadily rising 
market in raw materials and its inevitable reflection 
in increased wholesale prices of shoes by anticipating 
these higher costs in purchases as far as practicable.” 


PAUL JONES, COMMONWEALTH SHOE & 
LEATHER COMPANY: “The retail shoe merchants 
have been fortunate because our industry has suffered 
as little as any, and those who have been on their toes 
to meet the slightly changed conditions of the last few 
years have had a pretty steady trade. The other indus- 
tries which have been far harder hit than shoes have 
had, therefore, to put up a much stiffer battle to get 
back their lost volume. 

“By reason of our limited raw material, price ad- 
vances are inevitable—and it is going to take some 
keen merchandising and some carefully studied pres- 
entations and attractive appeals to overcome the natural 
handicap of increased prices. 

“The public, however, is definitely willing to be 
shown the difference in quality goods, and, by and 
large, is willing to pay a fair price for an article 
of demonstrable worth.” 


A. J. BRAUER, PRESIDENT, BRAUER BROTH- 
ERS SHOE COMPANY: “For the first time in several 
years it appears reasonably safe for us to predict that 
a retailer of shoes can look forward to the coming 
year with a great deal of optimism. 

“We believe that we are conservative when we say 
that normal replacement requirements in shoes should 
equal 1935.” 


EMANUEL S. MARKS, THE L. V. MARKS & SONS 
COMPANY: “Our confidence in the coming year is 
such that we have equipped our plants to make almost 
twice as many shoes as ever before in the history of 
our business. Present orders booked and future out- 
look justified this policy.” 

[TURN TO PAGE 40, PLEASE] 
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by R. E. ANDRUSS 


A 1936 PROGRAM for PROFIT 


WO problems faced by many a shoe merchant will 
find their solution in more intelligent, better or- 
ganized promotions in 1936. 

The “price period” is definitely past. To get more 
shoes sold right in 1936, salespeople must be better 
informed, and the public must be informed better, also. 

Both necessities will be met through giving greater 
atiention than ever to the intelligent, intriguing pres- 
entation, in both advertising and displays, of the sell- 
ing points in the merchandise that are of greatest 
customer interest. 

In the analysis records of the merchandise which 
are essential to the selection and dramatizing of selling 
points (appeals) is the answer to the problem of mer- 
chandise information for salespeople. Further informa- 
tion and inspiration will be found in the promotions 
as presented in your advertising and displays, for the 
selling points that are effectively dramatized in ads 
and windows are logical selling points to use at the 
fitting stool. The cycle of coordination is thus com- 
pleted. 

Some merchants still shy at the term promotion. 
To them it sounds high-hat, involved and expensive. 
The opposite is true. Keen promotions in a coordinated 
program, produce more, whether in advertising or dis- 
plays, because they dramatize the selling points of 
the merchandise that are of greatest interest and ap- 
peal to prospective customers. 

When “style coordination” first entered into the 
mass market, the shoe men were the last to get in line. 
But, today everyone watches for the style committees’ 
report on leathers, colors and patterns that will go 
with the new season’s fashions. 

Today more and more shoe merchants are doing a 


There is More to Salesmanship Than 
Just Showing the Customer a Shoe, For 
You've Got to Capture the Customer's 
Imagination. Window Display, Ad- 
vertising and Publicity, the Drama of 
the Merchandise Itself, All Come Under 
the Head of Promotion. We Show You 


How to Speed Shoe Selling in 1936. 


keener promotion job. There’s more selling value to 
their advertising. The windows, instead of being merely 
pretty (and pretty monotonous), are dramatizing sell- 
ing points of the merchandise. In the stores is revealed 
a fuller appreciation of the value of showing the goods. 
The study and understanding required to formulate 
and develop these promotions result in a stronger or- 
ganization throughout. / 

The right merchandise, rightly priced, plus inter- 
ested, intelligent service will make sales and hold 
customers for you—after they have come into your 
store. 

But it’s up to your advertising and displays to arouse 
their interest and bring them in. 

More and better promotions during the periods of 


~ demand are essential to getting more shoes sold at a 


profit today. 


NOT only must the advertising man know his cus- 
tomers and the merchandise; he’ must also have a 
planned promotion program and a planned promotion 
budget, covering the entire year of 1936, if he is to 
invest instead of merely spend the publicity appro- 
priation. 

And that goes for the smaller merchants with a 
limited budget as well as the bigger store! 

Based on selling records of the past two or three 
years, the yearly budget should be distributed over 
the twelve months of the year. Make due allowance 
for moveable dates, such as Easter. 

The monthly budget should be divided into weekly 
units, and distributed to cover newspaper, direct mail, 
and displays. The proportion each should receive is, 
of course, based on conditions in and around each 
individual store. 

Selling records also determine how much of the 
budget each department should get—with a propor- 
tion set aside for “general” publicity. 

With this distribution of the budget settled, one 
is in a position to plan a promotion program for 
greatest effectiveness. 

Next, the program itself. 

It starts with a year’s-eye view of the twelve months 
of the year. The budget for each month, the events 
of the month and the merchandising high spots are 

[TURN TO PAGE 56, PLEASE] 








The porthole displays and the illuminated pedestal 

fixture before each, add a lively touch to the girls 

shoe department at the M. O'Neil Co., Akron, Ohio. 

Notice also the effective blending of colors on the 
wall, and in the seats and fitting stools. 


Cleverly sophisticated is this combination of wall 
display and lounge seating in Oppenheim Collins, 
New York, new Shoe Salon. 





Inverted mushroom type lighting units on plaster 

pedestals, and the gallery at the right to eliminate 

stepladders, are interesting features in the Leyton- 
stone, England, shop of Russel and Bromley. 








The Shoe Store 
Looks 
TO THE FUTURE 


AT first glance, one is struck with the beauty of the 
modern shoe store. Comparison with the butterfly 
emerging from its drab past come to mind. 

Then one begins to feel that the analogy is not quite 
true, for along with their richness, simplicity and good 
taste are evident very practical selling features. Butter- 
fly, yes—but not flighty. 

Not once does the modern store lose sight of its func- 
tion—the showing and selling of shoes. 

How great is the change from the old-style safe- 
deposit type of store whose rows on rows of boxes 
closely guarded the shoes from the eyes of the cus- 
tomer! 

A careful study of these photos from the United 
States, Canada and England will reveal many details 
that may be adapted to your requirements as you plan 
your new store, whether you’re planning a salon or a 
simpler setting. 








This front of anodised aluminum and 

bronze has a canopy which forms a 

reflector for illuminated fascia. Win- 

dows have non-reflecting glass. The 

Ealing, England, shop of Russel and 
Bromley. 





The dark of the marble, and the white of the plaster 
give a beautiful contrast to this two-story front of 
the exclusive Huggins Shop, Los Angeles. 
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The promotion feature in each window becomes out- 
standing because of the neutral surroundings, and 
you know it is a Florsheim Store (Chicago). 


Night illumination at Peterson's. 
The name stands out strongly 
against the white background. 


“Columns of Vanity" is the name given this 
striking combination of mirrors and light at 
Gude's, Inc., Los Angeles. 


Effective lighting increases the selling power of 
That metal bar below the name overcame the . . . : 
awning difficulty for Wilson's, Hamilton, Ontario. window by Ritter & Morrison, Pittsburgh 
The store is seventy-two years young. 
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While stock is concealed, shoes are freely and 
attractively displayed in the Modern Shoe Depart- 
ment—Marston's, San Diego, Cal. 


The shadow box at the left also serves as a torchier 


‘RHE plain surfaces that characterize modern design 
‘afford excellent opportunity for displays that sell shoes. 
' Against the neutral colors of plain window back- 
Prounds, colorful, dramatized unit settings stand out 
“strongly, accenting the merchandise and the message, and 
Making the shoes easier to see. 
’ The interest-killing monotony of the old decorative back- 
Bround is overcome. Concentration of attention on unit 
displays, permits frequent changes at small cost, giving 
window more sales power, and frequent, even weekly, 
hess. 
_ In the store itself, the showing of merchandise continues 
increase. There’s a fuller appreciation of the value 
i showing the merchandise, and of providing settings 
mat accent the interesting selling points of the shoes. 
Built-in display cases, in simple or fancy shapes, relieve 


at Huggins Shop. 


UTILITY Combines with BEAUTY 


monotony as well as provide show space; tables, and 
stands in various forms place the merchandise before the 
customers. Even the wrapping desks in some stores are 
arranged to include display space in their fronts. 

Obviously, care should be used to avoid excesses. A 
new enthusiasm for merchandise display should not be 
allowed to lead to a confused conglomeration, that may 
be more detrimental than the old extreme. 

And do not go too “high hat” for your trade if you 
are renewing your store. The temptation, and the dangers, 
are great. 

A renewed store is a wonderful asset to an old store, 
in keeping pace with the new generations of customers, 
but when it steps too far out of its class, regular cus- 
tomers stay away faster than a new clientele can be built 
up. And often this new group is not forthcoming at all. 
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She Edlilors Outlook 


THE CHALLENGE OF THE NEW YEAR 


TO maintain your quality standards regardless of 
cost; to keep retail prices as low as possible consistent 
with assuring a reasonable profit—these are the two 
principles for retailers to remember in 1936. Upon 
them a business will live in 1936, in 1946, 1956 and 
in all the decades to come for shoes are here to stay— 
make no mistake about that. Other industries may 
come and go, but footwear will go on forever. So be 
of good cheer—opportunity still lives. 

Opportunity in shoes exists for every man. In the 
search for the typical industry that plays a large but 
modest part in the world of human beings, let the 
quest go no further. For in shoes we find the true 
emblem of the American system of enterprise. The 
shadow of collectivism in mass production and dis- 
tribution may fall upon other commodities, but fun- 
damentally shoes are individualistic. 

No other article of wear, from head to foot, of 
man, woman and child, becomes so nearly an 
auxiliary part of the body as does the shoe, and 
as a corollary—no other article of wear has so 
much power to effect injury to the body if im- 
properly made or wrongly fitted. 

These two points, we believe, give undisputed 
supremacy to the shoe industry. For come what may, 
individualism will make its last stand in footwear. It 
is for us as an industry, possessing this birthright of 
independence, to fight for the preservation of those 
principles that are inherent in the product itself. We 
must make a stand for individualism— individual man- 
agement, be it for a single store or a flock of stores, 
according to the capacity of the man or group of 
men who operate and manage in the true spirit of 
the term “merchant.” 

The “merchant” is one who ventures in busi- 
ness. It is the preservation of that word 
“venture” that is so vital to the American system 
of enterprise. 

The young man who ventures with a few shoes in 
a little store deserves the right to profit for his time, 
brains and capital. That right is equally vital to the 
biggest business in the land. If the direction of that 
business is put into other hands than the immediate 
venturing individuals, then there is a danger to the 
entire system of Americanism. We cannot exist as an 
industry under any system of controlled production or 
controlled distribution. The business of shoes cannot 
live under a “planned economy.” 


1935 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Devlin, the shoemaker-poet, centuries ago said: 
“The Crispin trade, what better trade could be, 
ancient and famous—independent free.” 

This country continues to be not only the best shod 
but the cheapest shod nation on earth. One day’s wage 
will buy a better pair of shoes in the United State- 
than anywhere else in the world by at least 40 per cent. 
That proposition stands “four square to all the wind- 
that blow” and is of tremendous significance. It is a 
real compliment to the combined genius of the Ameri 
can makers of shoe machinery, American factory 
owners and managers and the American distributors 
wholesale and retail. For remember that American 
wages and taxes must be paid to get these shoe; 
made. Remember also that they come in sizes and 
widths and fittings the like of which doesn’t exist in 
any other article of wearing apparel, nor for that 
matter, in any other country on the face of the globe. 

We have repeatedly pointed out the need for em- 
phasizing the degree of public service that is rendered 
by shoes under what we term the “ambitious system” 
for every man who has an ambition to create a new 
last, new feature, new pattern, new materials—has the 
opportunity to produce it and if by test it proves 
efficient and economical, it enters the stream of trade 
as a contribution to the betterment of human locomo- 
tion or human satisfactions. 

The wearer of shoes has been served as efficiently 
and as cheaply as it is possible to serve so complex 
an article as footwear. Nowhere else in the world have 
shoes of good quality been cheaper than right here 
in America during the depression period that we hope 
happily is ending. Other nations have foot coverings. 
fashions and standards, but no nation has captured the 
imagination of its people in footwear as America. 

In early January men from many individual busi- 
nesses gather “at the Fair.” The incentive for such 
meeting is: “What can we individually accomplish 
that will lead to the betterment of our product at the 
eventual fitting stool?” The common denominator o! 
all thought is public service, for if that service is eff- 
ciently and economically rendered, a profit is pos- 
sible—not a collective profit—but an individual re- 
ward to each and every one. 
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ATCH up competing shoes, point by point. If 

they are the same or of equal quality through- 
out, then it is the shoe which promises the longest 
wear which will make the sale. 


Longer wear in a shoe starts with the sole. And, no 
sole ever built will outlast a Goodyear. 


Get that winning point to work for you. Feature 
shoes with Goodyear soles for extra wear and the 
satisfaction that brings customers back again. 


THE GREATEST NAME Zz IN RUBBER 


America’s Fastest- < 4 Selling Sole 


When writing advertisers please mention Boot and Shoe Recorder 
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NEW AND IN STEP WITH 
FASHION’S STRIDE 




































































To Manufacturer and Retailer alike, Texoid Sandal 

Strapping presents a fine opportunity to develop additional 
appeal in Sandals. 
New and attractive designs in several color combinations 
are available. A special chemical treatment makes this 
material practically waterproof and gives it outstanding 
durability in wear. Texoid conforms easily to the shape 
of the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NATION'S LEADING SHOE DESIGHERS 





INNOVATIONS 





Borda's military pattern in 
checkerdine has two strips of 
gore under the gathered leather 
strips across the throat, nofasten- 
ing—no unfastening. Up-to-the 
minute style, plus snug, perfect 
fit. . . thanks to Borda's intelli- 
gent use of Hub Gore. 





—and retailers welcome this news because Hub Gore gives 
them something to sell... something they can point out... 
“something they can talk about. 

Retailers KNOW about goring too. They know that the gore 
must be of the highest quality .. . that it must have proper 
balance of elasticity, strength and durability. In other words, 
it must “stand the gaff”. Hub Gore by EVERLASTIK is recog- 


nized by retailers everywhere as of superior quality. They 





know too that Hub Gore adds immeasurably to the service 

of the shoe... it retains its elasticity and not only keeps 

shoes looking right but fitting right. 

If you are a manufacturer call a Hub Gore representative. 

The makers of Hub Gore place at your disposal their long 
experience in working with designers and manu- 
facturers in the shoe-making field. Their style ad- 
visors will help you on the application of Hub 
Gore to your new patterns. 


EVERLASTIK, INC. 


CHELSEA, MASSACHUSETTS 








A 


In this style Hub Gore has, by means of a 
covered strap with buckles, introduced the 
only center-buckle style shoe. that will stay 
centered. This can also be accomplished in 
two or three strap models without the annoy- 
ance of buckling and unbuckling. 

Covered Gores and Fabrics all designed by 
Rockmore. 


This fashionable Colonial Open throat pat- 
tern for Spring by Borda has a wide strap of 
pleated leather over the instep. The Hub 
Gore, cleverly concealed under the pleated 
strap, allows for a degree of smartness and 
comfort not obtainable by any other method. 


DISTRIBUTORS FOR HUB GORE 


Charles |. Rockmore . Brooklyn, N. Y. 
Wm. Taggart & Co. . St. Louis, Mo. 
F. Geo. Mohr . . Cincinnati, Ohio 
Russell Little . . . 
W.C. Richardson. 
C.J.Simes .. . 


Boston, Mass. 
St. Louis, Mo. 
Milwaukee, Wis.. 





When writing advertisers please mention Boot and Shoe Recorder 





































BBEFORE starting on an expedition to hunt out the 
devious path of the consumer’s dollar, let us pause 
for a moment and take a look at the consumer. There 
are about 127 million of them spread out from Maine 
to California and from the State of Washington to 
Florida. These consumers are grouped into 31 mil- 
lion families, each one containing slightly more than 
four people. That is, a typical family today is not 
the typical family of your childhood, but a father and 
mother and a son and daughter, with every fifth 
family having a third child or supporting a grand- 
parent, an aunt, or a non-relative. 


The make-up of the family has changed indeed. 
With fewer people in each unit, houses are 
smaller, there are more apartments, purchases 
are made more frequently for smaller sums. Con- 
venience of location and wide selections become 
more important. The individual has a greater op- 
portunity to express himself by buying exactly 
what he wants. The result is a growing interest 
in what is back of the advertisements, store 
fronts, packages, or labels. 


The individual himself is changing. With a declin- 
ing birth rate, the proportion of babies, youngsters, 
young men, and women is declining. With a declining 
death rate, older people are living longer. Fewer 
births and fewer deaths result in an older nation of 
consumers. In other words, the enthusiastic, sometimes 











WHERE DO SHOE DOLLARS 






thoughtless, buying of youth is gradually giving way 
to the cooler, more calculated decision of experience. 
In about 25 years from now, 40 per cent of our citizens 
will be 40 years of age or over; 10 per cent will be 
65 or over, according to estimates by the National 
Resources Board. 

Originally, our population migrated westward; more 
recently, it has been migrating to the larger cities. 
During the past 25 years, our larger cities have been 
growing larger; the suburbs of these cities have grown 
at an even greater rate. There has been a moderate 
increase in the population growth of the smaller cities 
and towns. To a considerable extent, this trend ha- 
been at the expense of the rural areas, although 
changes have taken place during the depression which 
somewhat modify this action. In addition, with the 
aid of the automobile and more leisure, the purchasing 
agent of millions of these familivs gets about more. 
shops within a wider area, has a more cosmopolitan 
background. 

Together with these shifts in family and individual 
characteristics and location have come significant 
changes in occupations. In 1910, almost 33 per cent 
of our gainful workers were classified by the Bureau 
of the Census as working in the field of agriculture. 
By 1930, the proportion dropped to 21 per cent. Dur. 
ing this time, the proportion of the total employed in 
industry and transportation and communication re- 
mained about the same. 





TABLE | 








Percentage Distribution of Families and Income by Income Groups, 1929 











Families Income 

Income Group Dollars 

(in dollars) Number Per Cent (millions) Per Cent 
ee 27,474,000 100.0 77,116 100.0 
Under 1,000 ...... 5,898,000 21.5 2,900 3.8 
1,000 to 2,000 10,455,000 38.0 15,364 19.9 
2,000 to 3,000 5,192,000 18.9 12,586 16.3 
3,000 to 4,000 2,440,000 8.9 8,388 10.9 
4,000 to 5,000 1,232,000 4.5 5,478 7.1 
5,000 to 6,000.... 666,000 2.4 3,632 4.7 
6,000 to 7,000... 407,000 1.5 2,628 3.4 
7,000 to 8,000.... 252,000 0.9 1,883 2.4 
8,000 to 9,000.... 172,000 0.6 1,459 1.9 
9,000 to 10,000... 128,000 0.5 1,218 1.6 
10,000 and over... 632,000 2.3 21,580 28.0 








Source: Brookings Institution, “America’s Capacity to Consume.” 
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N this changing retail world, so many things are offered 

to the public. of dollar interest that the shoe man needs 
to know what types and classes of people have the greatest 
purchasing power. 


This article tells that "fewer births and fewer deaths 
result in an older nation of consumers" and a significant 
change of buying capacities that comes through the redis- 
tribution of employment because of shifts in occupation. 


We graphically show, in illustration, on this page, the 
percentage distribution of families by income groups. In- 
terpreting this chart into 1936 terms of power to spend, it 
indicates more money will be spent for shoes in the lower 
and higher brackets of earning capacity—low price and 
high price footwear to increase volume. The middle group 
will in all probability show no increase of purchas- 
ing power, as they maintain an almost constant 
level. But in the lowest and highest income 
brackets increases are to be expected. 





by 
WILFORD L. WHITE 


Chief, Marketing Research and Service Division, 
Bureau of Foreign and Domestic Commerce 
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The proportion of gainfully employed in the 
wholesale and retail trades, however, increased 
from 9.5 per cent in 1910 to 12.5 per cent in 1930. 
Similar increases of 4.5 to 6.7 per cent for pro- 
fessional services and 4.5 and 8.2 per cent for 
clerical occupations are noted. 


Recognizing minor shifts in the other classifications, 
about the same proportion of employed people lost 
by agriculture was absorbed by the trade, professional 
service, and clerical classifications. 


A decrease in the size of the family, an 
increase in the average age of the individual, re- 
distribution geographically, and a shift in occupa- 


4.77% 3.47 24% 19% 167 28.07 





tions are and will continue to bring about funda- 
mental changes in buying habits and distribution 
policies and methods. 


One significant idea, however, has been overlooked 
by many. With a decrease in our birth rate, our na- 
tional rate of increase has been declining for several 
decades. We are now told by men who are studying 
this question that the time is not too far off when we 
will have a stabilized population, possibly a decline 
in our numbers. 

If this hypothesis is true, of what significance is it 
to the business man, particularly to the retailer? In 

[TURN TO PAGE 58, PLEASE] 
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Selling a Five Pair 


A SOUND example of the shoe wardrobe selling 
idea is being used currently by the John Ward shoe 
stores, New York. The wardrobe consists of five pairs 
of shoes which the average man served by these stores 
normally requires for this season of the year. 


Starting with the basic black shoe for informal 
evening or formal daytime wear, followed by an 
evening oxford or pump for formal evening occasions, 
the outfit continues with that fast-coming style, the re- 
versed calf for sporting or week-end country use, and 
is completed by the suggesion of two pairs of street 
shoes in brown, the first, a heavier winter shoe, the 
second, a brown wing-tip style as a change-off pair 
for wearing to business. — 

As pointed out by J. Brent Wells, publicity director 
of the John Ward stores, this wardrobe is complete 
enough to cover almost every occasion, is sensible 
enough for the average man to accept, and is priced 
complete for under $30, which, in the opinion of the 
store, makes it possible to sell to the greatest number 
of men. He also mentioned that the store is suggest- 
ing two pairs of browns for street wear because of the 
rising popularity of the shade. 

The selling idea gets full promotion emphasis by 
being shown in a key position in the John Ward win- 
dow. A card is set above the small platform on which 


the five pairs of shoes are shown, and a small indi- 
vidual identifying card is placed alongside each shoe. 

The plan is, above all, timely at this season. Because 
of weather conditions and variety of social occasions 
during the winter months, the need for several types 
of shoes is greater now than at any other time of year. 

Coincident with this extra volume plan (through the 
greater unit sales possible) the principal John Ward 
store made a striking change in its unusual circular win- 
dows. This store on Fifth Avenue has a completely 
circular main window. For years is has been the practice 
to give the shoe feature of the week the key spot in the 
window, down front and centered. But that had a 
tendency to weaken other sections of the window. So, 
as indicated in the accompanying photo, the round 
window was cleanly split in two by a full length panel 
covered in velvet. Thus, two complete halves are 
formed, and two complete stories may be told in the 
display of merchandise. 

The accompanying photographs show the same win- 
dow from different angles. The red drape background 
is at right angles to the street—not parallel. Thus the 
presentation in each half of the window gets a side- 
walk showing. 

On the top shelf of the wardrobe, shown in the 


(Turn to page 66, please) 
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How ohn Ward Used its Windows to Build 
Extra Winter Business by Suggesting 


Five Needed Types 





A Sensible Shoe Wardrobe 


Sensible because — 1. These five types of shoes cover every ordinary need at this season. 


2. No one shoe gets overworked. Rested between wearings, all five 
will wear longer—keep their original good looks longer, too. 


3. Leather prices have soared over 40% during the past year. Shoe 
prices must follow. Now is the time to build up your shoe wardrobe. 


(What to (Gear, (hen Caer" 


Plain black for in- | Evening Oxfords or | Reversed Calf, for | 4 “Stout Fellah” for | Brown Wing Tip, as 
Pumps, for formal | sporting, week-end | Winter-time wear to | a change-off pair for 


formal evening, for- 
your business. wearing to business. 


mal daytime wear. evening occasions. | and casual wear. 


John Ward Offers A Complete, Correct Selection For TOUR Shoe Wardrobe. 











SHOE WARDROBE 


The panels used in the background of this Winter shoe wind ow, showing the evergreen tree and skyscraper, were sand- 
blasted wood, a very distinctive treatment. The cleverly carved style models of men gave another note of smartness. 
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School of Commerce, Northwestern University 


Expense Control and 


Merchandising Clinie 


ARE you making a profit? Is 
your profit what it should be, mea- 
sured by other successful stores? 
Maybe you are out of line with 
operators in stores of your size. 
The only way to make a profit in 
business is to keep your expenses 
smaller than cash register intake. 

When in doubt consult a business 
specialist—that’s what a big busi- 
ness does when it is in trouble. To 





DR. DELBERT J. DUNCAN, Chief of Staff, 
Expense Control and Store Management 
Clinic at National Shoe Fair. 


At National Shoe 


Fair, Palmer House, January 6-9 


the merchant in the smaller town 
such a service is available. Through 
the cooperation and full enthusiasm 
of a great university that has an 
interest in “Training for the Man 
Already in Business” we, as the 
National Shoe Fair, are privileged 
to offer free consultation service by 
a corps of business specialists on 
the faculty of Northwestern Uni- 
versity who will solve problems 
of retail merchandising, store man- 
agement, and marketing. You can 
talk to these experts as you would 
to your own doctor, confidentially 
and sincerely, in an office set-up— 
just between the two of you. 


Come Prepared 

The important thing for you is 
to bring your year-end figures on 
operating expenses, make-up, turn- 
over, pay-roll, rent, advertising, 
interest, taxes, heat, light, power, 
insurance, equipment depreciation, 
bad debts, other expenses, discount 
and other income—in fact, all of 
the vital figures of a business that 
can be analyzed against a profit- 
able average as discovered by these 
business specialists in diagnosing 
other businesses. 





Hours of Clinics: Monday, Tues- 
day and Wednesday morning, 9:30 
to 12:00 noon. Afternoons—2:30 
to 5:00 P. M., Red Lacquer Room, 
4th floor, Palmer House. 

The Northwestern University 
School of Commerce, on whose 
faculty all of the men listed below 
serve, is one of the foremost uni- 
versity schools of business in 
America. It has devoted special 
attention to problems of market- 
ing, retail merchandising and store 
management. 

Dr. Delbert J. Duncan, chief of 
staff for the National Shoe Fair, 
Expense Control and Store Man- 
agement Clinics, is in charge of all 
courses in retailing at Northwest- 
ern University. For many months 
he was associated with Wieboldt 
Stores, Inc., Chicago, formulating 
new procedure, revising old, par- 
ticularly with reference to mer- 
chandise control. He possesses a 
clear understanding on current 
problems in the retail shoe stores 
of the country. 

Professor Chester E. Willard of 
the Department of Organization, 

[TURN TO PAGE 72, PLEAS! ] 
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It has been said that “Successful merchandising is more than 
making money. It is building confidence”. When by the practical 
method of selling men’s shoes bottomed with “BENCH BRAND” 
sole leather—and so marked—the objective is reached, it seems like 
placing a ball and chain on progress to neglect such an opportunity. 


KISTLER “BENCH BRAND” SOLE LEATHER 


has definite, distinctive, desirable qualities for which our 
“BENCH BRAND” mark stands. Hides emerge from various tan- 
ning processes differing widely in vital features. The 
“BENCH BRAND” mark stands for a high degree of merit. It 
identifies sole leather deserving of confidence, capable of gaining 
it, certain of retaining it. Used with your own mark, the dependa- 
bility of one reflects the integrity of the other. 





! ISTLEr Or \_ompia 
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'36 As Shoe Men See It 


H. L. NUNN, PRESIDENT, NUNN- 
BUSH SHOE COMPANY: “It seems 
to me that the future was never so 
bright. The great bugaboo of business, 
of the individual, of every creature, 
has always been fear. I believe there 
is less fear today than at any other 
time in my memory. 

“One of the chief reasons for my en- 
thusiasm is the Social Security legisla- 
tion passed by the last Congress. To 
my mind, it is the greatest step toward 
security for labor that has ever been 
taken. I really think it insures to busi- 
ness a more peaceful and a sounder 
basis of operation than has ever before 
existed. 

“T am thinking not only of the indus- 
trial worker in his relationship to his 
employer; I am thinking of him also 
as a consumer and of his outlook upon 
the future. With the security given 
him by this new legislation he will 
spend a larger portion of his income— 
and I am thinking particularly of the 
thrifty type of worker—than he could 
ever think of spending before. Of 
course, industry will have to plan a 
greater leveling of its production than 
it has ever thought possible. But it 
will be possible and it will be inevitable 
because the penalty will be too great 
not to do so.” 

* * * 

GEORGE P. UTLEY, PRESIDENT, 
CRADDOCK - TERRY COMPANY: 
“We are very optimistic about our 
prospects for 1936. Conditions in our 
trade territory are good, and general 
conditions throughout the, United 
States without a doubt show a big 
improvement, creating greater pur- 
chasing power among the consuming 
public. 

“Added to the improved conditions 
as a whole, we have in our industry 
a stiffening raw material market, 
which makes advancing prices neces- 
sary if we expect to maintain our 
quality, and this alone will give us 
more dollar and cent volume with the 
same number of pairs manufactured.” 

% * * 


L. V. HERSHEY, PRESIDENT, THE 
HAGERSTOWN SHOE AND LEG- 
GING COMPANY: “We feel very op- 
timistic in regard to business for the 
first six months of 1936. Orders which 
we have already booked would indicate 
that our factories will be very busy 
during the coming Spring and Sum- 
mer season.” 

* * * 

FRANK S. RICE, PRESIDENT, 
RICE-O’NEILL SHOE COMPANY: 
“We are pleased to report we have 
just closed the biggest year in ship- 
ments and the most successful year in 
our history, which dates back to 1925. 
We have also shown a substantial in- 
crease in sales for the early Spring 
season over the same period last year. 
All of this makes us feel highly op- 


[CONTINUED FROM PAGE 23] 


timistic over future business conditions 
for the coming year.” 


* * * 


FRANK X. O’BRIEN, VICE-PRES- 
IDENT, THE KRIPPENDORF-DITT- 
MANN COMPANY: “In view of the 
fact that we have had a very sub- 
stantial increase in our business in 
1935, we are optimistic about the com- 
ing year, believing that if the business 
analysts of the country are right in 
predicting a 10 per cent increase for 
1936 we should share in it.” 


* * * 


JOSEPH S. STERN, THE UNITED 
STATES SHOE CORPORATION: 
“The shoe merchants of America have 
stood the test of the past five years 
better than any industry in the so- 
called ‘merchandise group.’ Now with 
actual shoe values at a new high, with 
stylists pointing more and more to 
the proper footwear, with every man, 
woman and child more conscious than 
ever as to the care of the feet, with 
the general substantial upturn in busi- 
ness, which appears reasonably cer- 
tain for Spring, 1936, the progressive 
retail shoe merchants will unquestion- 
ably ‘cash in’ on this rising tide.” 


* * * 


A. W. DONOVAN, PRESIDENT, 
E. T. WRIGHT & COMPANY: “We 
are planning on a conservative in- 
crease of 10 per cent in sales in 1936 
over 1935, or the same general im- 
provement 1935 showed over 1934. This 
prediction is based on the fact that 
men have today to a large extent been 
relieved of the worry of losing their 
jobs. 

“It is my belief that those manu- 
facturers and retailers who have main- 
tained their standards through the de- 
pression are about to receive their re- 
ward. It is no longer fashionable to 
be economical and men have not for- 
gotten the greater satisfaction only 
to be obtained from quality merchan- 
dise.” 

x * * 

A. P. GILBERT, PRESIDENT, THE 
GILBERT SHOE COMPANY: “Con- 
ditions are so uncertain that no one 
can guess what is in store for us dur- 
ing the coming year, particularly now 
with the coming election. The rising 
leather market will naturally have a 
tendency to stimulate business. This, 
of course, applies to the tanner and 
manufacturer; however, before this can 
mean much, it must first be brought 
home to the consumer; and yet, higher 
prices will not induce him to buy un- 
less his income increases in proportion, 
and, as stated above, this is rather 
doubtful. 

“We do feel, however, the manufac- 
turers who will progress are those who 
bring out new and original ideas and 


have the backbone to follow them 
through.” 
* * # 

H. W. COOK, PRESIDENT, A. E. 
NETTLETON SHOE COMPANY: 
“Speaking from the viewpoint of a 
manufacturer of fine shoes, it is re- 
grettable that advancing prices of ma- 
terials have forced upward adjustment 
of shoe prices. However, we are opti- 
mistic about the near future. Our 
sales are increasing nicely and it is 
very evident that the consumer is buy- 
ing quality merchandise more freely 
than in a long time. We are hopeful 
that tanners will feel that it is bet- 
ter to be satisfied with modest profits 
for the time being rather than burden 
the industry with a load that it cannot 
carry and hope to increase volume 
which is so necessary at the moment.” 

* * * 


W. M. JARMAN, PRESIDENT, 
GENERAL SHOE CORPORATION: 
“If independent retailers will play fast 
moving lines and keep overhead ex- 
pense low so that they can be on a 
competitive basis with chain store op- 
erations, 1986 should be a good year 
for the regular shoe retailers. Prices 
are likely to be stronger throughout 
the year.” 

* * * 

G. E. MUSEBECK, PRESIDENT, 
MUSEBECK SHOE COMPANY: “1936 
should be a banner year for the shoe 
industry. Higher priced, better made 
shoes are increasing in favor with the 
general public; retailers can _ stimu- 
late the movement by educating their 
customers.” 

& * * 

J. McELANEY, SECRETARY AND 
TREASURER, STACY-ADAMS COM- 
PANY: “Our plant shows every evi- 
dence of an increased demand for finer 
footwear. The orders coming from 
our salesmen are somewhat larger, 
both in volume and pairage, and an- 
other thing that is encouraging at this 
time is the fact that the retailers are 
now placing orders for future delivery. 
This phase of the shoe business in the 
better grade has been practically void 
for the past few years.” 

* * * 


R. P. HAZZARD, PRESIDENT, R. P. 
HAZZARD COMPANY: “What the 
future holds is in the lap of the gods, 
and apparently at present in the hands 
of Roosevelt; but of one thing I am 
sure, that we will not go back where 
we came from. The future will be 
different than the past. Just how I 
do not know, but experience is a great 
teacher, and we live and learn. 

“Shoes have not been replaced. We 
are one of the industries that manu- 
factures what people must have, there- 
fore there will be business in the 

[TURN TO PAGE 50, PLEASE] 
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HERBERT N. LAPE 


Treasurer, Julian & Kokenge Co. 


ET is fitting that this great national 
market place, within easy modern 
access to every merchant in America, 
should hold at the beginning of a 
new and better year, a Fair that is 
coordinate, controlled and prompted 
by voluntary agreement between the 
National Shoe Retailers Association 
and the National Boot and Shoe Manu- 
facturers Association. 


MURRAY D. FINE 
Premier Shoe Co., Inc. 
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TEN MEN CO-ORDINATE 


The National 
Shoe Function of 


the Industry 


This project has a mutual interest. 
‘The manufacturer who shows his 
wares wants the sincere friendship of 


JAMES E. WALL 
Chairman, Wall-Streeter Shoe Co. 


the merchant who distributes the 
shoes, and both work in the public 
interest. 

Every act of the management has 
been to give every exhibitor and every 
visitor a fair opportunity. Every 
manufacturer can benefit in propor- 
tion to the scope of his business. 
Every merchant can benefit by study 
of the displays representing every 
type of shoe in human use. This in- 
dustry is going to set its best foot 
foremost. The merchants and shoe- 
men of Chicago in the spirit of co- 
operation gathered together to plan 


LEO GOODKIND 
Lucille Felt Slipper Co. 


not only the hospitality of a National 
Shoe Fair, but also the fellowship of 
the trade and the friendliness and the 
neighborliness of a great city, proud 
to hold this first exposition of the new 
year, to tell the nation that shoes lead 
the way to progress and prosperity in 
1936. 

The National Shoe Fair is an op- 
portunity for the manufacturer of 
shoes, leathers, accessories, and allied 
supplies and products, to contact the 
shoe buyers in attendance and to book 


HOWARD S. SMITH 
J. P. Smith Shoe Co. 
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SHOE FAIR ACTIVITIES 


L. E. LANGSTON 
Enna Jettick Retail Stores 


orders in preparation for the early 
Easter (April 12) and the Spring and 
Summer seasons of 1936. 

The National Shoe Fair of 1936 
should contribute to better buying, 
better planning—the improvement of 
trade relations and the promotion of 
sounder business economics. 

live shoe merchants and five shoe 
manufacturers in joint committee rep- 
resenting their respective national 
associations merit the thanks of an 


EDWIN C. HAHN 
Wm. H. Hahn Co. 


Jan. 6, 7, 8 9 


Chieago, Ill. 


entire industry for organizing the 
National Shoe Fair—the first cooper- 
ative venture leading to better busi- 


CARL BURGSTAHLER 
F. E. Foster & Co. 


ness relations between producer and 
distrébutor. 

The Silver Jubilee of the National 
Shoe Retailers Association will mark 
a progressive occasion. No man can 
live and learn by himself alone. Fel- 
lowship under the National Shoe Re- 
tailers Association makes you wel- 
come in every shoe store in America. 
In the changing world of retailing, if 
you have problems or an idea, the 
place to test it is in a convention. 

First in the major league of indus- 
try is the National Boot and Shoe 

Manufacturers Association—a year of 


HARRY E. FONTIUS 
Fontius Shoe Co. 


associational accomplishment of which 
to be proud. 

After the NRA, the consolidated 
strength of the industry met the test 
by standing firm for fair standards 
of business. As a result, more shoes 
were produced in 1935 than in any 
other year in shoe history, giving 
token of production progress not 
equalled by any industry in America. 


GEORGE B. HESS 
Secretary, N. Hess Sons 
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1 HAPPY NEW YEAR! With 
365 more days of 1936 
ahead of you (this is Leap 
Year) why not forget about the 
_ shoe business until tomorrow? 





9 NOW is a good time to 

start a daily record that 
will be invaluable to you next 
year. Keep a record of your 
sales for the day, your adver- 
tising if any, the weather, and 
the activities of your competi- 
tors. Make the record com- 
plete enough so that it will give 
you a full picture of your busi- 
ness day. 





I 


\ 
' 





To Produce 
More Profit ‘Through Planning-— 


9 HAVE you a carefully 

planned budget for 19367 
Start with a sales budget that 
provides for a reasonable 
monthly increase over 1935. 
Then budget your expenses on 
the basis of anticipated sales. 
Know in advance how much you 
have to spend and then keep 
to your plan throughout the 
year. 


6 WHAT you feature in your 

windows this week depends 
on your selling program. If 
you're having a Clearance 
that's the thing to play up. If 
you're not having a Clearance 
keep some good specials in the 
front of your windows and back 
these up with staple style dis- 
plays of men's and women's 
shoes. 


10 WHETHER you are hav- 

ing a Clearance Sale or 
not you should have an atten- 
tion-getting ad in tonight's pa- 
per, with some good Satur- 
day specials. Your Wednesday 
stock check no doubt disclosed 
a number of items that you 
want to clear away at once and 
you can use these for specials. 


13 UNLESS you have had 

such a window recently, 
this would be a good time for 
a window of children's foot- 
wear. Liven it up with a good 
special or two and some in- 
teresting cards and you will get 
results for by mid-January win- 
ter has begun to take its toll 
of children's shoes. 


3 ARE you going to have a 

January Clearance? If so 
it should probably start tomor- 
row, which means a big, atten- 
tion-getting ad in today's news- 
paper, windows and store in- 
terior to trim, cards to write 
and a lot of other things to do 
in order to be ready for the 
crowds tomorrow. 


YOUR mailing list prob- 

ably needs a thorough 
checking over. You used it fre- 
quently during the busy Fall 
and holiday season. Did you 
correct it regularly when un- 
deliverable mailings were re- 
turned to you? Have you added 
the new names that must have 
been acquired during the last 
few months? Get it ready for 
Spring. 


11 KEEP your windows in- 
teresting these days. This 
is the "sale" season and there 
are many people window shop- 
ping for January bargains. Play 
up your "Saturday specials” and 
use any small lots you may have 
for window leaders. Use big, 
bold price cards to give your 
windows a sale atmosphere. 


14 HAVE you a number of 
small lots of footwear to 
clear away that would not jus- 
tify the exp of a newspap 
ad? Why not get up an inex- 
pensive postal card mailing to 
your customer list, enumerating 
these bargains and emphasizing 
the fact that they will not be 
—— to the general pub- 
ic. 
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1935 


4 IF your January Clearance 

sale opens today, you can 
count on a BIG day. But if you 
are not having a Clearance at 
this time be sure and feature 
some knock-out specials in your 
windows. Today will see the 
streets thronged with shoppers 
looking for January bargains 
Be prepared for them! 


8 START the year right with 

a careful, thorough check 
of stocks today. Be particularly 
on the lookout for the items 
that should be marked down 
and disposed of this month in 
preparation for the new season. 
Watch for “outs” in staple 
hosiery sizes and colors that will 
be in demand this month. 





15 THE day for your week- 

ly stock check. And 
when you've completed it com- 
pare the counts with those made 
a week ago and see what prog- 
ress you have made in cleaning 
up your stocks. Remember— 
stocks should be clean of winter 
styles by February | and Janu- 
ary is half gone! 
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16 ARE your plans for Spring 
buying complete? Have 
you budgeted exactly what you 
can spend, and determined on 
the price lines you will concen- 
trate on? Have you placed 
your orders for hosiery in the 
new Spring colors? You should 
be ready to go after the ad- 
vance Spring business by Feb- 
ruary |. 















90 FOR the last three weeks 

your windows have had 
asale atmosphere—and by this 
time most people are fed up 
with sales. So why not arrange 
for this week the smartest style 
displays you can devise with 
the styles you have available? 
The contrast from previous dis- 
plays will make your windows 
interesting. 














94 WHAT can you adver- 
tise tonight to stimulate 
Saturday's business? Have you 
a good special or two? This is 
the "between seasons” period 
when advertising is not so re- 
sultful and possibly you can 
well afford not to advertise at 
all today, saving your advertis- 
ing dollars for later when you 
have new styles to feature. 










98 PREPARE an attractive 
postal card reading "To- 
day we received the first of 





ak- 












o the new advance Spring foot- 
nv wear styles. See them in our 
“ windows." Have these cards 
“A all addressed to your customer 
hs list so that you can drop them 
ter in the mail just as soon as the 
= first new styles arrive. 
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Calencar {or 


JANUARY 
A Working Schedule 


17 DO your men's stocks 

need a clean-up? Then 
why not advertise a week-end 
sale of men's footwear to make 
Saturday a big day? It will 
give you a chance to clear out 
a lot of odd lots and at the 
same time direct attention to 
your men's footwear depart- 
ment, 


91 WHEN are you going to 

market? Why not plan 
to send your customers a newsy 
letter from the market city tell- 
ing a little about the new 
Spring styles you are buying. It 
will stimulate interest in your 
store for the coming season and 
will get a lot of attention be- 
cause it is unusual. 





95 IF you did not advertise 
last night then be sure 
to have some tempting window 
leaders today... How about hav- 
ing all salespeople go over 
your mailing -list to make sure 
there are no changes that they 
know of that have been over- 
looked, and that all their new 
customers’ names have been 
added. 


99 MAKE yourweekly check 
of stocks today. And if 
a comparison of this check with 
the one made three weeks ago 
does not show real progress in 
cleaning up your stocks then 
you may know you have not 
done a good selling job in 
January! You must take stock 
checking seriously!! 





18 IF you're having a men's 

footwear sale today, a 
good leader item to feature 
in the windows is men's hose at 


3 pair for $1 or 4 pair for $I. 
It brings ‘em in! If you don't 
have such an item, make a note 


to find such a value when next 


you go to market. 





992 CHECK your stocks 

again today. And be 
sure you do a thorough job of 
the stock room as well as the 
sales floor! It's time too, for 
you to be rearranging stocks in 
preparation for the new Spring 
lines that will begin to arrive 
any day now. Good stock keep- 
ing means extra profit! 





















30 HAVE you made your 

selling and advertising 
plans for February, using your 
expense budget as a basis, so 
you know just how much to 
spend, and how and when to 
spend it? If you are going to 
make more profit in 1936 you 
must have a PLAN, and follow 
it! 


story. 


93 Easter is late this year 
(April 12) so you will 
not want to put your first 
regular Spring window and in- 
terior promotions in until about 
March Ist. But with the arrival 
of your advance Spring styles 
you should do something to 
make your windows different 
and interesting. How about 
some new background panels? 


97 CHANGE all your win- 

dow displays today. If 
your hosiery in the new Spring 
colors has arrived, this will pro- 
vide material for a very inter- 
esting window. If not, do the 
best you can with the shoe 
styles available— and change 
all of your display cards. A 
few new cards "pep up" a dis- 
play wonderfully. 


31 ADVERTISE vigorously 

tonight so that you can 
start February off with a rous- 
ing Saturday. You undoubtedly 
have some new styles and these 
are what people want to hear 
about. Talk "style" and 
"Spring." Everybody is tired 
of Winter even though there's 
more of it to come! Put in 
windows that tell the same 
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FOR ANOTHER 


| While SEASON 


The White Shoe will repeat its success of the past few seasons during the 





spring and summer of 1936. 








The Allied Kid Company, through its various Divisions, presents leathers 
for your complete stock of white leather shoes—white glazed kid, white 


grains, white suedes. 


pyhilé glazed Kid No. 50 


STANDARD KID DIVISION 








JYyhite glazed Kid— 


NEW CASTLE DIVISION 








phil Vode Doeskin No. 90! 


Cream Vode Doeskin No. 900 
STANDARD KID DIVISION 


Ww pile Pig Grain No. 750 
Baby Alligator 
Grain No. 770 


Rinka No. 550 
Mocra No. 570 


STANDARD KID DIVISION 


ALLIED KID COMPANY _ 209 SOUTH STREET, BOSTON, MASSACHUSETTS 
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Work Shoes—A N eglected 
Opportunity 


IN the industrial sections, where there is a large popu- 
lation per square area of country, there is a large vol- 
ume of work shoe business to be taken care of by the 
alert merchant. The point that we wish to bring out is 
that during normal times, when men are working twelve 
months in the year, the average life of a work shge is 
about two to three months—which you can see gives 
four to five turnovers per customer on shoes per year. Por po — a 
Let us draw the comparison—that in selling dress shoes 
or sport shoes, the one pair of dress shoes or sport shoes 
will last at least a year to the average. In a sport shoe, 
with some maybe two, three, four or five years, so the JOSIE lo ties 
turnover per customer is very few and slow per year. snes diieia lin thai tain 

It must be spread over a vast territory and a huge No. 1349—Brown Kid, Self Stitched 


No. 1449—Blue Kid, Self Stitched 
number of customers. No. 1559—White Kid, Self Stitched 


Again, many do not seem to feel there is a work shoe saa ea 
business and experience in going into stores shows very 
quickly why such is the case. So often have we seen 
it happen that when a customer came in and asked 
for a pair of work shoes, the salesman had to go in a 
back room or back under a counter somewhere to 
dig out a pair. 

There does seem to be a need for a little more care 
in the selection of work shoes—and if care and thought 
is given in that line, as is in your dress shoes, looking 
to the comfort that they will give the wearer, then there 
will be more work shoes worn. Too often we find cast- 
off dress shoes being worn at work, which are not fitted 
for it at all—simply for the reason that the wearer has 
been given uncomfortable work shoes. 

Again, the argument is in favor of the work shoe, be- 
cause it goes without saying that where work shoe is HESTER In Stock 
used it is subjected to the hardest kind of wear—con- ce Gincte aek aoe geome 
sequently, will wear out quicker and need another pair i aaa 


of shoes, which again makes the turnover. 800 Last, 16/8 Continental covered heel. 
A feature shoe that puts style on a low mark-down basis. 


TIRELESS TREAD FEATURES 


Men's Safety Shoes 


Men’s safety shoes have been so publicized and pro- 
moted that to any who are in touch with the industrial 


sections they are quite familiar. On Displ ay 


We would say that the proper safety shoe should be 


a three point shoe: It should have a safety box toe to Pp A L M E R H O U 3 E 


protect the toes, a non-slip sole and a non-slip heel, mak- 
ing the three paramount and vital issue points of the 2 O 6 
shoe. And in this field the demand is growing daily; room 
there is a vast field that is not yet touched, because of NATIONAL SHOE FAIR 

the information and the education that should go with CHICAGO, JANUARY 6 TO 9 

it has not reached the consumers. The channels of Attending 

information are the retail shoe merchants who, not be- cone canis widiter 
ing familiar with the prolific field and its use as we who 
are in constant touch with the industrials of the coun- =~) RETAILERS... WITH A POSITIVE PROFIT 
try, do not realize that there is a volume of business 


that might be theirs had they some of this knowledge | HIOGE-MONTGOMERY CO. Ine. 


and the proper shoes to fill this need. ERANKFORT KENTUCKY 














































future for the efficient. Prices are 
higher, and probably will go still 
higher.” 


* * * 


MERRILL A. WATSON, EXECU- 
TIVE VICE-PRESIDENT, TANNERS’ 
COUNCIL OF AMERICA: “While re- 
cent years have demonstrated that de- 
mand for shoes is inherently stable, 
volume tends to vary, nevertheless, 
with changes in purchasing power and 
the general level of business activity. 
In this respect, probably little change 
will be apparent in 1936. The increase 
in consumer income, the slow extension 
of revival in basic industry are likely 
to remain evident. Obstacles and po- 
tential dangers still exist, and confi- 
dence may have to be tempered with 
the realistic admission of possible tem- 
porary reverses. 

“A provocative question is raised by 
the current high level of production. 
Output in 1935 of approximately 370,- 
000,000 pairs sets a new high water 
mark. Yet 1935 followed two years of 
relatively large output. The record 
of the past three years is significant 
because in no previous period have 
even two successive years reached com- 
parable volume. Does the high level 





of 1935 production, therefore, indicate 
some breathing spell in 1936? This 
is a possibility not to be lightly dis- 
counted, although there is some re- 
assurance in another important fact. 
The number of consumers has in- 
creased with growing population; the 
potential market is greater each year. 
Consequently, given stable or increas- 
ing consumer income and an improved 
economic background, average con- 
sumption may well increase, thereby 
sustaining volume.” 
* * * 


R. E. BINGER, NEWCASTLE KID 
COMPANY: “We do not see any par- 
ticular reason for shoe volume being 
any less than it was for the current 
year. On the other hand, many known 
factors point to a fair increase. The 
appreciation of the people for better 
merchandise is apparent. We must re- 
member that the spending power of 
the public at the present time is not 
coming from the earnings, but the ac- 
cumulated savings. Many people have 
reserves which they are willing to 
spend on articles which they want. 
Everywhere there is remarkable evi- 
dence of higher priced merchandise 
having a wide acceptance.” 
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’°36 As Shoe Men See It 


[CONTINUED FROM PAGE 40] 





FRANK H. MILLER, TREASURER, 
G. LEVOR & COMPANY, INC.: “In 
our opinion shoe prices will advance 
because increased costs of production 
and increased costs of material make 
an advance mandatory; it is our opin- 
ion that the American buying public 
will pay those advances for two rea- 
sons—first, they will not accept cheap- 
ened shoes, and, secondly, the vast ma- 
jority of our people are more able to 
pay advanced prices than they have 
been in the immediate past.” 


* * * 


HARRY EDISON, PRESIDENT, 
EDISON BROTHERS STORES, INC.,, 
ST. LOUIS: “I feel rather optimistic 
regarding the retail outlook for 1936, 
as I believe natural economic forces 
will continue to operate with less doubt 
and uncertainty of the results of ex- 
perimental legislation.” 

* * * 


E. L. CONNER, CONNER’S 
BROWNBILT SHOE STORE, WACO, 
TEXAS: “Our plans are being laid 
for a substantial increase in 1936 
over this year’s volume. We do not 
expect this increase to be easily 
gained or hope for a return of ‘better 
times’ than 1935 has been. 

“The continued trading up on the 
part of the public and the new styles 
in women’s shoes (they being such 
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The Poll-Parrot RAMBLER 
A styleful, collegiate shoe for play, sport, campus and walking 


This shoe is carried in stock six ways—the DuBonnet with green trim; white 

skagmoor with brown trim; white elk and blue skagmoor; gray skagmoor with 

blue skagmoor trim; sunbisque skagmoor with dark brown trim; all-over white. 
Sizes 2% to 8, AAA to C widths. All six styles in stock. 

The Rambler is a sporty shoe and we believe that dealers who stock it will 


really go to town. 
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We Introduce the RAMBLER 
..-the Shoe That’s Going Places 
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that one or two. pairs will not cover 

needs as in the past few seasons) are 

the two biggest factors we see at this 

time for increased volume in 1936.” 
* * * 


THOMAS F. CALLAHAN, B. ALT- 
MAN & CO. NEW YORK CITY: 
“There are many confusing factors 
which may tend to restrict distribution 
for the coming year. Usually a rising 
market means good business, but this 
year with many necessities of life ad- 
vancing, the question of how the pub- 
lic will respond to advanced shoe 
prices is a serious one. I personally 
believe that we will maintain our unit 
sales and will depend upon the in- 
creased prices to account for the dollar 
gain in sales. Every employer of labor 
will be forced to advance salaries to 
keep pace with the costs of living. 
Altman did it, with marvelous results.” 

* * * 


WILLIAM PIDGEON, ROCHES- 
TER, NEW YORK: “The future has 
two elements that enter into the suc- 
cess or failure of shoe merchants. They 
are, first—the physical elements such 
as Merchandise, Finance and Location. 

“Second. The mental attitude of the 
men in the business, which can very 
often be the most important. No shoe 
retailer could possibly have succeeded 
in Pompeii when Vesuvius let go. The 


physical elements were all against him 
and too strong to overcome. They 
were all overwhelmed. The physical 
elements do count, and any shoe re- 
tailer that can arrange the physical 
elements of merchandise, finance and 
location in any fair degree of sane and 
reasonable combination has a good op- 
portunity of getting on provided he 
can set his mental house in order. 

“These consist of conviction that 
he has a real place to serve in his 
community; an idea that is sound back 
of that conviction, and the determina- 
tion to plug hard and long to get it 
over.” 

* * * 

LINCOLN C. HAYNES, MORSE & 
HAYNES COMPANY, SPRINGFIELD, 
MASS.: “We believe there will be a 
moderate improvement in business vol- 
ume over 1935. Individual retail stores 
are affected in their volume by local 
conditions. A store located in a com- 
munity where all industries are busy 
and farming communities in the trad- 
ing area are in good condition will 
have a splendid business, but net profits 
may be affected by increased taxes, 
which are bound to be heavier in all 
communities because of too large lo- 
cal, county, state and federal expen- 
ditures. The new old age and unem- 
ployment taxes will also begin to op- 
erate in 1936.” 
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T. ARTHUR COHEN, PRESIDENT, 
NEW YORK STATE SHOE RETAIL- 
ERS’ ASSOCIATION: “I feel that 1936 
will be a good year, but if I were to ex- 
press myself honestly, you would not 
wish to print, as “fear” is uppermost 
in my mind, but not until after 1936.” 


* * * 


F. H. BUSH, WETHERBY - KAY- 
SER SHOE COMPANY, LOS AN- 
GELES, CALIF.: “I am very happy 
to express my opinion as to the future, 
for this is the first time in the past 
nine years that the future seems to 
hold so much in store for us in the 
way of improvement and a real in- 
centive to work for progress, for dur- 
ing the past period it seemed that for 
every step forward we took we slip- 
ped back two. 

“Judging from our experience in the 
past four months we have every reason 
to be hopeful for a continued increase 
in business; especially is this true from 
the fact that the public is apparently 
sick and tired of shopping for price 
alone and has definitely turned to- 
ward better merchandise, which is real- 
ly where we live.” 

* * * 


NATHAN HACK, PRESIDENT, 
HACK SHOE COMPANY, DETROIT, 
MICHIGAN: “We are looking. for- 
ward to the year 1936 expecting to 
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surpass our 1929 figures and almost 
reach our 1928 high mark. We base 
our opinion on our accomplishments 
during 1935, which were way ahead of 
our expectations in pairs and in dol- 
lars and cents over 1934.” 


* * * 


HAROLD R. WILLIAMS, SHOE 
BUYER, BERGDORF - GOODMAN, 
NEW YORK CITY: “I am reasonably 
optimistic concerning the immediate 
future. In this store, we look for- 
ward to a reasonable increase, we 
do not expect a miracle, but we feel 
reasonably sure that 1936 will show 
an increase over 1935. There is every 
reason for us to believe that this will 
come to pass; the new interest in lasts 
that is being shown everywhere, the 
new interest in color and color com- 
binations cannot help but stimulate 
business.” 

. ” . 


A. R. SPRINGER, PRESIDENT, 
PAYNE SHOE COMPANY, TOPEKA, 
KANSAS: “We have just gotten so 
accustomed to looking for better times 
that we are going to go right ahead 
and look for a continuation of the 
present improved conditions, and with 
the hopes that we won’t wake up and 
find there ‘ain’t no Santy Claus.’” 


R. B. NAY, PRESIDENT, NAY 
SHOE CO., WHEELING, WEST VIR- 
GINIA: “For the individual shoe 
store, 1936 holds an opportunity for 
increased business.” 


* * 


THEODORE G. MAYER, PRESI- 
DENT, WISCONSIN SHOE RETAIL- 
ERS’ ASSN., AND PRESIDENT, 
Cc. B. MAYER SHOE CO., WAUSAU, 
WISCONSIN: “1936 should hold 
greater possibilities than ever before 
for new and original promotional pro- 
grams in merchandising footwear. ‘The 
handwriting is on the wall’—a decisive 
demand for more varied shoe effects 
for different uses is definitely here 
and is evidenced by current demands.” 


* * * 


EDWIN M. HUTCHINSON, PRES- 
IDENT, HUTCHINSON’S WALK- 
OVER SHOE STORE, PORTLAND, 
MAINE: “I feel that 1936 is going 
to be very kind to those shoe mer- 
chants who are sticking to quality 
merchandise, and offering real service 
to the public. We are pleased with 
the shoes we are selling and the out- 
look for 1936 looks brighter.” 


* * * 


G. A. SPRALEY, BUYER-MANA- 
GER, SHOE DEPARTMENT, LOW- 
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ENSTEIN’S, MEMPHIS, TENN: 
“The past year has definitely shown 
an increasing demand for better mer- 
chandise, a substantial gain in prac. 
tically all lines of business. With the 
many movements now in progress or 
in making, by national, state and local 
administration, which we believe will 
be directly helpful, together with the 
general feeling throughout the nation 
of better business, we look forward 
confidently to 1936.” 


* * * 


IRVING FLORSHEIM, PRESIDENT, 
THE FLORSHEIM SHOE COMPANY: 
“The boot and shoe industry begins 
the year 1936 under more favorable 
conditions than have existed for some 
time past. Retail sales for the past six 
months have been considerably better 
than for the corresponding period a 
year ago and give every indication of 
continuing this upward swing for at 
least another six months. Not only 
are more pairs of shoes being sold, but 
the consuming public has become de- 
cidedly more quality conscious and 
better grades of footwear are selling 
more freely than at any time in sev- 
eral years. The increasing style in- 
terest in both men’s and women’s shoes 
is further stimulating retail sales. Add 
to this the general improvement in 
business throughout the country and 
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one cannot help but be optimistic for ° 


the New Year.” 
* * * 


F. A. MILLER, PRESIDENT OF 
THE NATIONAL BOOT AND SHOE 
MANUFACTURERS’ ASSOCIATION 
AND OF H. C. GODMAN COMPANY: 
“Recent marked increase in retail 
sales indicates a definite expansion of 
consumer purchasing power. A mer- 
chandising policy underlying produc- 
tion and sale of shoes should be so 
directed as to secure for the shoe in- 
dustry the increased dollar volume that 
should accrue from shoe industry’s fair 
share of increase in purchasing power 
now apparent. It is my belief that 
this increased increment in consumer 
purchasing power can be more surely 
appropriated by shoe retailers and shoe 
manufacturers and that the proper in- 
terests of consumer, retailer and man- 
ufacturer will be best served by press- 
ing for sale of better fitting, more 
serviceable footwear at moderately in- 
creased price per pair, thereby yield- 
ing desired increase in dollar volume 
and actually giving consumer more 
comfort and service for his money than 
he can possibly realize from inferior 
merchandise built to meet low price.” 

* * * 

SOLOMON AGOOS, ALLIED KID 
COMPANY: “Without attempting to 
appraise the value of the policies 
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adopted by the present administration. 


and whatever the ultimate results of 
those policies may be, many of them 
have been designed to raise prices and 
some of them have been successful. 
This has been especially true in the 
case of products of international use 
because of dollar devaluation. Natu- 
rally, the advance has been intensi- 
fied in materials used in connection 
with war. Leather of all kinds, even 
if not directly used for that purpose, is 
affected. It is reasonable to expect 
that the factors which have led to the 
advance on such materials have not 
yet spent their force. Whether or not 
the Italian-Ethiopian situation is set- 
tled quickly, war preparations will 
probably continue for some time. 
“Advances may be_ temporarily 
checked and minor recessions may take 
place, as already is the case, because 
of forward purchases of large blocks 
of leather which it will take several 
months to digest. It is conceivable, of 
course, that this same condition may 
be repeated by speculative buying on 
the part of tanners accompanied by 
excess production, resulting in sharp 
advances followed by further declines. 
Even with such recessions, it is more 
than likely that the average leather 
prices for 1936 will be substantially 
higher than the average of 1935. Ac- 
cepting this premise, therefore, what 
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should be the attitude of the retail 
shoe merchant? 

“Accepting my premise that leather 
prices are to be higher, the natural 
thought is that shoe prices must in- 
evitably be higher as well. The in- 
telligent shoe merchant must recog- 
nize that while many millions have 
added to their earning power during 
the past year, and that this situation 
will prevail for the coming year at 
least, this is by no means true of the 
great majority of the population. He 
must also recognize that he cannot ex- 
pect a greater proportion of his cus- 
tomers’ pay envelope than before be- 
cause of the keen competition of other 
suppliers of both necessities and lux- 
uries for their share. He will, there- 
fore, appreciate the wisdom of working 
on the closest margin possible, con- 
sistent with sound business experience. 

“Almost to a greater extent even 
than the automobile, the shoe industry 
in the past few years has succeeded in 
offering at lower prices a more attrac- 
tive and durable product than ever be- 
fore, in the face of advances in both 
wages and materials. This well bears 
out the truth expressed by William 
James, the philosopher, that ‘there are 
hidden reserves within use, a second 
mental wind as it were,’ which enables 
us to realize the apparently impos- 
sible. 

“On the other hand, the shoe mer- 
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chant must be willing to recognize 
that even at the present time on sev- 
eral kinds of leather his suppliers have 
been obliged to pay a substantial price 
increase and that within a few months 
more practically all the lower price 
leather that they have on hand will 
have been exhausted. After he tests 
to the utmost the resourcefulness and 
ingenuity of his suppliers he will un- 
doubtedly reach the point where he 
must decide whether he is to increase 
his shoe price, not necessarily from 
50c to $1.00 a pair, but possibly from 
15¢ to 75c a pair, or, on the other hand, 
be willing to sacrifice something of the 
quality without materially affecting 
the outward appearance and the dura- 
bility of the shoes. When that situa- 
tion arises it must rest upon the 
judgment of each merchant what 
course he is to take.” 


* * * 


WILLIAM HATTON, PRESIDENT, 
EAGLE-OTTAWA LEATHER COM- 
PANY: “The year 1936 ought to see 
a big improvement in business if the 
members of Congress will do their own 
thinking instead of being ‘rubber 
stamps.’ 

“Loading down the taxpayers of this 
country with Tammany Hall ‘Unde- 
serving’ Democrats is the very thing 
that is holding us down and making 
business men wonder what we are 
heading for.” 
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JOSEPH KALTENBACHER, PRES- 
IDENT, SETON LEATHER COM- 
PANY: “There seems to be a decided 
swing toward an uplift nationally that 
I am afraid my views might sound 
too much like what everyone is saying. 

“However, the outlook for patent 
leather is the most favorable since 
1928. Our tannery has not been so 
rushed, and working on shifts, in many 
years. This encouraging condition ap- 
pears to me to be in line with the 
marked improvement noted through- 
out the country, particularly in retail 
records. 

“No significant, outward events have 
occurred to bring these signs of re- 
covery other than the release of busi- 
ness from fear-bound ideas forced 
upon it by politicians. 

“The government should accept this 
trend toward recovery as evidence that 
business men want cooperation and 
not conquest. That, if a fair chance 
is given to industry, labor and man- 
agement, prosperity may be restored 
without devices of mere theory.” 

* * * 


E. M. BOYD, FRENCH SHOP, 
AUSTIN, TEXAS; “I believe 1936 will 
be a year of increased sales and profits 
over 1935 for the retailer, provided 
the national political fight ahead does 
not create in the minds of the con- 
sumer a state of timidity and retrench- 






ment with a resultant curtailment of 
buying.” 
* * * 

W. A. HARRIS, SHOE BUYER, 
WASHER BROTHERS, FORT 
WORTH, TEXAS: “I have about de- 
cided that I am an optimist with res- 
ervations—it is either going to be one 
of the most successful or disastrous 
seasons we have ever experienced and, 
of course, we are hoping for the for. 
mer. I do think, in all seriousness, 
that we have made the buying public 
shoe conscious and with the array of 
patterns, lasts and materials to be 
reckoned with this season, we have a 
golden opportunity to suggest the 
proper types for the proper costumes 
and if this can be accomplished with- 
out an excessive investment, I see no 
reason why the shoe industry should 
not show a successful Spring and Sum- 
mer, 1936. I feel that Fall and Winter 
are entirely too far ahead for my 
limited thinking ability.” 

* % * 


L. F. TUFFLY, PRESIDENT, 
KRUPP & TUFFLY, HOUSTON, 
TEXAS: “I think the New Year is 
going to be very slow in getting un- 
der way. I believe that if we hold our 
present progress for the first quarter 
of the year we will have much cause 
for rejoicing. If Congress in January 
attempts too much legislation with ex- 
travagant bonus bills, and appropria- 
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tions and necessary tax measures, I 
am afraid the country will lose some 
of the confidence it now possesses.” 


* * * 


A. KATZENSTEIN, VICE-PRESI- 
DENT, UNITED SHOE STORES CoO., 
INC., SHREVEPORT, LOUISIANA: 
“While the past year has shown a 
remarkable acceleration toward re- 
covery, I sincerely believe that this 
recovery movement will continue dur- 
ing the coming year, however, with 
considerably less momentum due, of 
course, to certain governmental re- 
trenchments in public spending. I also 
feel that the recovery that we are defi- 
nitely approaching will be of a lasting 
and secure nature though temporary 
recessions are quite likely. 

“My only fear is that excessive and 
duplication of taxing bodies are likely 
to destroy initiative and discourage 
financial ventures. 

“All in all, I think that business and 
industry have every reason to feel 
confident that the future holds much 
in store for them, and optimism seems 
to be widespread, particularly in this 


section.” 
* * * 


DANA J. GOODWIN, W. C. GOOD- 
WIN, INC., FITCHBURG, MASSA- 
CHUSETTS: “The reports on retail 
business in New England show this 
section is somewhat behind the gen- 
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eral business for the rest of the coun- 
try. 

“Our industries are showing some 
improvements over last year, but there 
is no boom on by any means. This 
leads us to expect a moderate increase 
in next year’s business. 

“One pleasing feature of our Christ- 
mas business is the lack of price re- 
sistance. People are actually buying 
better merchandise. To a marked ex- 
tent we find this true in our gift selling 
of shoes, slippers and hosiery. I think 
this is a healthy sign for next year, 
indicating a better state of mind on 
the part of the buying public. I think 
the acceptance of higher prices by the 
average individual is also encouraging, 
possibly we have Thom McAn to thank 
for this. Instead of explaining the 
reason for higher prices we find that 
most people know all about it, and ex- 
pect to pay more than they did last 


season.” 
* * * 


JAMES J. LYONS, SURPASS 
LEATHER CO.: “The kid leather in- 
dustry, sharing in the general strength 
of the entire leather business, enters 
1986 in the strongest statistical posi- 
tion it has occupied in recent years. 

“Deliveries during the past year ex- 
ceeded output by many millions of feet, 
leaving reserve supplies in tanners’ 
possession much below normal and at 
the lowest level for a number of years. 
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“The record high volume of shoe 
production in the past year indicates 
that deliveries of kid have been ab- 
sorbed and that shoe manufacturers’ 
holdings are not abnormally high. 

“An important factor which will un- 
doubtedly operate in favor of kid in 
the coming year is that the relative 
advance in cost is much less than that 
of other leathers, making kid even 
more competitive than when a wider 
differential in cost exists. 

“These facts, coupled with the gen- 
eral economic improvement and con- 
sequent increase in consumer income, 
point very definitely to the continued 
popularity of kid in all types of foot- 


wear.” 
* * * 


CARL F. DANNER, PRESIDENT, 
AMERICAN HIDE AND LEATHER 
COMPANY: “If the upward trend of 
business established in 1935 continues 
into 1936, it seems reasonably certain 
that shoe and leather prices will be 
higher in the coming year. Hide and 
skin prices have been advancing, with 
only momentary interruptions, since 
November, 1934, but leather and shoe 
prices have not yet caught up with 
the advance in raw stock. 

“Tanners have continued to deliver 
leather, and in some cases have sold 
ahead at prices based upon earlier raw 
stock costs, and shoe manufacturers 

[TURN TO PAGE 72, PLEASE] 
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listed at the top of twelve good-sized 
cards, thus: 














January ’36 New Year’s (1) Resort, cruise 
$ (budget) Franklin (17) Winter sports 
clearances galoshes 
graduation 
Win- In- 
Papers Mail dows terior 
1-4 Wo.’s Cruise 
New Year’s Men’s Wo.’s 


cruise sports 
gradua- gradua- 
tion tion 





5-11 
SALE SALE SALE SALE SALE 


12-18 
Franklin-(17) 
Thrift week 

19-25 
26-Feb. 1 














By fanning out the cards so that 
the top section shows the entire year’s 
possibilities for promotions are spread 
out before one. The rest of the card 
is given over to the weekly program. 
Have the spaces large enough so that 
you can make full notes of various 
promotions. Use pencil for notes, and 
a paper or card that permits clean 
erasures. 

When the advertising program be- 
comes more extensive, a break-down 
with a daily schedule may be neces- 
sary. 


Subject to revision to meet your lo- 
cal conditions, here is a typical yearly 
calendar, showing how many are the 
opportunities for event tie-up and mer- 
chandise promotions during the year, 
and how these weave into a continu- 
ous pattern of promotions. 

JANUARY—Clearances. But don’t 
let staple lines be depleted to a point 
where good service is impossible. Pro- 
mote galoshes, etc.; school shoes; 
mid-Winter graduation; cruise and re- 
sort shoes; Winter sport shoes. Spring 
style themes. January 17—B. Frank- 
lin’s birthday—National Thrift Week 
begins; sponsored Y. M. C. A. 

FEBRUARY—Final_ Clearances. 
Advance promotions Spring Style 
themes. Some places good month for 
weddings and mid-Winter graduations. 
Watch for cold, stormy weather in 
some sections. Feb. 2 Ground Hog 
Day 8 (or about), Boy Scout Week, 
26th anniversary. 12, Lincoln’s birth- 
day. 14, Valentine’s Day. 22, Wash- 
ington’s Birthday. Scout shoes, Valen- 
tine gifts, party slippers, sale children’s 
shoes. 

MARCH—Spring Styles. Watch 
Easter date. As Easter approaches 
change from style theme promotions 
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to style coordination promotions fea- 
turing correct shoes for popular gar- 
ment fashions. Spring Sport Shoes. 
Watch men’s shoes—(good clothing 
month). Spring brides. First or Sec- 
ond Week — National Business Wo- 
men’s Week. 12, girl scouts birthday. 
17, St. Patrick’s day. 21, Spring be- 
gins. 

APRIL—Easter, April 12 (1936). 
Foot Health Week—13-18. Spring 
Sport Shoes. Spring brides. Biggest 
month for children’s shoes. Biggest 
month for boy’s wear; feature boys’ 
shoes. April 6, Army Day. Second 
Week—Baseball season. Fourth week— 
National Boys’ week. Last Sunday, 
Daylight Saving. 

MAY—Sport Shoe Week. Reduc- 
tions early Spring styles. Summer 
shoes, advancing into strong play for 
Sport Shoe Week, camp and vacation 
shoes. Brides. Graduates. May 1— 
Child Health Day—baby week. Sec- 
ond Sunday—Mother’s Day (begins 
girl’s week). Mid-May—Straw Hat 
Day. Third Week—National Cotton 
Week. 23-30, Buddy Poppy Week. 30, 
Memorial Day (in some states). 

(Note—State and local holidays and 
events should be included in your own 
calendar.) 

JUNE—Strong promotions Summer 
shoes—travel, vacation, sport shoes, 
sandals. June brides, graduates, white 
shoes, men’s light weights, shoes for 
summer evenings. Second Sunday— 
Children’s day in churches; children’s 
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14—Flag Day. Third 
21—Summer 


week follows. 
Sunday—Father’s Day. 
begins. 

JULY—Fourth Footwear — Week- 
end and Vacation footwear. Whites. 
Clearance sales. Make small appro- 
priation count. 

AUGUST—Vacation Shoes. Final 
clean-up—National Fall Shoe Open- 
ing. School and college shoes. Last 
week—School Shoe Week—stressing fit 
after Summer. 

SEPTEMBER — Fall Shoes — style 
coordination. Fall Sport Shoes (ac- 
tive sports). School and college shoes. 
First formals. First Monday—Labor 
Day. Last Sunday—Daylight Saving 
ends. Last Monday—Baby week. 

OCTOBER—Style Shoes. Active and 
spectator sport shoes. Football, dances 
—Brides footwear. Children’s shoes. 
Good month, men’s shoes. Fall anni- 
versary. Evening shoes. 

Early October—World series; foot- 
ball follows. 12 — Columbus day 
(school holiday). 27—Navy Day. 31— 
Hallowe’en. Last week—Girl Scout 
week. 

NOVEMBER—Evening slippers. Ac- 
tive and spectator sport shoes. Cold 
weather footwear. Thanksgiving shoes. 
Early gift promotions. Reductions, 
style shoes. Tuesday after first Mon- 
day, Election Day. 11—Armistice Day. 
Father and Son Week. Nearest Sun- 
day—Red Cross Sunday. Last Thurs- 
day—Thanksgiving Day. 

DECEMBER—Gift promotions. Eve- 
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ning slippers. Good month for men’s 
and boys’ footwear. Protective foot- 
wear. Cruise and sun shoes. Winter 
sport shoes; Winter weight shoes. De- 
cember 25—Christmas. Last week, 
school vacation. December 31—New 
Year’s Eve. 

Few store’s have a budget suffi- 
cient to cover all of the events and 
merchandise promotion opportunities 
in newspaper, or direct mail advertis- 
ing. 

That’s where the Promotion Calen- 
dar comes in. When the calendar is 
completed, the high spot feature for 
each week becomes quite apparent. 
You can also see which promotions 
deserve a full window display, and 
which are worthy of a central posi- 
tion, but not a full window. 

For example—in the Spring—Easter 
and Foot Health Week are full win- 
dow events. Color in Spring shoes 
might make a whole window, but few 
stores would give an entire window 
to blues. Instead they would take 
center position, with beiges and blacks 
on either side. 

Naturally, the high spot feature de- 
serves first place in the newspaper 
advertising. Also there will be some 
promotions that get only window and 
interior display, while certain spe- 
cialized lines might be given direct- 
mail instead of newspaper space. 

When you have the calendar to 
visualize all these things, the planning 
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of the strongest possible promotion pro- 
gram is much simplified. 

Certain stores have hit upon the 
scheme of playing up a single shoe 
style to the exclusion of all others 
during a season. That is not prac- 
tical in the average store or trading 
area. 

Others go to the other extreme, and 
do a haphazard job in both ads and 
windows. They overlook the custom- 
er’s viewpoint in their ads. Their win- 
dows are dull and monotonous or have 
displays that sell backgrounds instead 
of shoes. Interior displays and direct 
mail are neglected. Obviously all these 
things represent a misuse of good pro- 
motion money. 

But, a consistent well-planned pro- 
motion program, scaled to fit the 
store’s budget and distributed to meet 
the peaks of demand will get more 
results from any appropriation—will 
sell More Shoes at a Profit. 

Finally—Get Together! Cooperative 
dating and planning have proven their 
value in Foot Health Week, Sport Shoe 
Week, National Fall Opening. Unite 
in dating All Openings and Sales in 
your community—Spring, Foot Health, 
Whites, Sales, Fall Opening and on 
through the year. As an outstanding 
shoe merchant has said, “For every 
wise guy, there’s a wiser one.” When 
one merchant tries to outsmart an- 
other through tricks, there’s always a 
comeback, and in the end all lose. 
Get Together to Go Places in 1936! 
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my opinion, it will bring on keener com- 
petition among the products already 
on the market; it will stimulate the 
introduction of new competing prod- 
ucts; and, finally, it will encourage the 
invention, production, and distribution 
of new kinds of merchandise, of which 
we are, at the present, entirely un- 
aware. Just what our telephone, auto- 
mobile, talking movie, and radio of the 
future will be, I am in no position to 
guess. But the wants and desires of 
man are by no means entirely satisfied. 

These are a few facts about our 127 
million consumers. Business men who 
have not catered to the needs, desires, 
and whims of these consumers during 
the past several years have had a 
pretty hard time of it. In fact, those 
of you who are contacting the con- 
sumer day in and day out will prob- 
ably agree with me to a man that, 
generally speaking, the consumer and 
not big business dominates our pres- 
ent economic order in this country. 
There are many exceptions to such a 
conclusion, entirely too many, but the 
consumer is king and queen, and the 
successful business man knows it. The 


consumer IS purchasing power and 
purchasing power IS dollars. Dollars 
spent start a movement of merchan- 
dise which acts in a bountiful circle, 
increasing purchasing power. 

The consumer is purchasing power, 
however, only when he has an income. 
This simple fact has been borne home 
with a vengeance during the past five 
years. A consumer without an income 
is not of much practical value to a 
merchant no matter how large the 
consumer’s family or how long he has 
lived in the neighborhood. 

Recognizing the importance of this 
matter of individual and family in- 
come, it is surprising to find so little 
factual information available. Accord- 
ing to Brookings Institution and based 
on estimates for 1929, 22 per cent of 
our families individually earned in 
that boom year less than $1,000, their 
aggregate income equalling less than 
4 per cent of the total. At the other 
extreme, slightly more than two per 
cent of the families earned $10,000 
or more in 1929, but their income 
equaled 28 per cent of the total. 

As you are very keenly aware, there 
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Where Do Shoe Dollars 





have not been as many consumer dol- 
lars as formerly. According to the 
most recent studies of the Department 
of Commerce, the total national in- 
come is estimated to be in: 


OM 5. Sta as $79 billion 
1980 ........ wa 
BE a. sere 61 “ 
DM aia Fs 2 48 “ 
1 eee 44 *“ 
i Ee eres 49 “ 


1935 ..(5 to 10 per cent higher 
than 1934—preliminary) 


Source: National Income, 1934, De- 
partment of Commerce. 

Thus, the amount of money paid out 
from all sources has been rising since 
1933 with a probable current income 
still considerably under that of 1931. 

Of the total amount paid out in 1934, 
labor received 67 per cent, a larger 
proportion than went to it in 1929, 
Property income, that is, dividends and 
interest, accounted for 14 per cent of 
the total last year. Rents and royal- 
ties contributed 2 per cent. With- 
drawals by owners of unincorporated 
establishments, professional practition- 
ers, and other self-employed people 
equaled 17 per cent of the total. 

The bulk of the money paid out by 
our economic order is received by la- 
borers, using that term in its broader 
sense, and this group is today ap- 
parently receiving a larger share of 
our national income than it did in 





Poll-Parrots for the Little lots 


The Poll-Parrot line offers a wide range of styles for toddling feet and even ex- 
tends down to soft soles for the newborn babe. Every style an all-leather shoe. 
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1929. This idea gains significance when 
it is realized that this group of work- 
ers spends its pay check almost as 
fast as it is received. Provision for 
insurance, savings, and old age are 
limited. 

Finally, it is not out of order to in- 
quire: “How much of the 49 billions 
paid out last year was contributed 
by each industrial division of our na- 
tional economy?” 

Table 2 
National Income Paid Out by Indus- 
trial Division, 1934 
Millions of Per Cent 
dollars of total 
49,440 100.0 
Manufacturing .. 10,000 20.2 

Government, in- 

cluding relief 

payments 17.0 
Trade (wholesale 

& retail) 14.5 

Service 10.9 
Transportation .. 8.1 
Agriculture .... 6.7 
All others 22.6 

Source: National Income, 1934; De 
partment of Commerce. 

With these ideas in mind, about the 
consumer and his income, we are in 
a better position to consider the im- 
mediate question of “Where does the 
consumer’s dollar go?” This question, 
in turn, can be resolved into four 
topics: (1) the range of expenditures 
as found in family budgets, (2) the 


location of this spending—geographi- 
cally and by size of city, (3) the 
movement of the merchandise through 
the distribution channels which end 
with the consumer, and, (4) the ex- 
penses attached to this process. 
Table 3 
Per Cent of Expenditures of American 
Consumers, 1919-1930, by Classes 
of Expenditures 


Housing 

Wearing Apparel 
Transportation 
Personal 
Recreation 


Direct Taxes* 
Education 
Social Activities 


*Not paid in connection with other 
expenditures. 

Source: Converse, Paul D., Elements 
of Marketing, Rev. Ed., 1935, p. 38. 

Family budgets: The consumer 
spends money because he desires some- 
thing more than the money which he 
has earned or acquired. In consider- 
ing the destination of his expenditures, 
the first question is: “On what things 
does he spend his money?” 

Recently, Professor Paul D. Con- 
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verse of the University of Illinois, 
estimated the average per capita ex- 
penditures of American consumers. 
Although, in the light of more recent 
information, his dollar estimates ap- 
pear high, probably the relationships 
between the various items are sub- 
stantially correct. According to his 
calculations, which were averaged for 
the years 1919-1930, 26 per cent of our 
expenditures were for food, 18 per 
cent for housing, 12 per cent for trans- 
portation, 11 per cent for wearing ap- 
parel, with smaller amounts for per- 
sonal expenses, savings, recreation, 
health, and so on. 

Now you may ask, but where do all 
of these figures lead us? What con- 
clusion do you reach? My answer is, 
they do not lead us to any conclusion 
except that there is a lot which we do 
not know about the consumer. 

It may be true that you know a 
great deal about many of the indi- 
viduals who call at your store or give 
you a ring on the phone. But I expect 
it is also true that you have not 
thought much about these customers 
from the point of view of the amount 
of income which they receive monthly 
or of the types of goods and services 
on which they spend it. We are just 
entering an era when we will give 
less attention to buying motives, brand 
consciousness, and give more attention 
to relating our own buying and sell- 

[TURN TO PAGE 64, PLEASE] 

















misses’, children’s and infants’ shoes. It is a marvelous line of 
juvenile footwear with an appealing name that is nationally 


known and supported by a unique cooperative advertising program. 


Where in this broad land is there a line of juvenile shoes that 


All Styles Carried in Stock. 


offers such a variety? @ e@ 


The new Poll-Parrot line portrays the “Spirit of 1936” in boys’, girls’, 
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entire family. 


your orders. 


“ORIGINAL CHIPPEWA’S.”’ 


Catalog and full particulars on request 


Number 4553 . . . Choc. 
Waterproof Chrome 16 
in. Welt. Pac toe, 
Leather lined vamp, full 
grain gusset, leather 
laces, outside counter 
pocket, Steel stud 
hooks, reinforced wing 
back stay, grain insole, 
outside top band, Steel 
arch support, full dou- 
ble oak sole, double 
stitched, whole leather 
heel. Last 36, in-stock 
E width, sizes 6-11. 
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Number 2125. . . Choc. 
Waterproof 7 in. 
Welt. Women's Ski 
Shoe. Leather lined 
vamp, full grain gusset, 
all eyelets, grain insole, 
straight extension edge, 
steel arch support, felt 
top band, outside coun- 
ter pocket, plain toe, 
medium double oak 
sole double stitched, 
leather terraced heel. ° 
Last 55, in-stock D 
width. Women's and 
Boys’ sizes 244 to 8. 





N 












CHIPPEWA SHOE MANUFACTURING COMPANY 


BAD WEATHER 
Means Good Sales! 


With the worst part of the Winter still to come, 
there is an excellent chance for you to get 
many extra sales by stocking “ORIGINAL 
CHIPPEWA” Ski Boots and High Cuts for the 


Our super in-stock department is your assur- 
ance of prompt and complete fufillment of 
Be prepared with the best. 


OUR COMPLETE LINE CARRIED IN-STOCK 
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Correct Heel Heights 


How to determine when to fit a low heel (8/8 to 10/8 
high) and when higher heels are necessary for 
foot health and comfort. 


By ARTHUR J. WEISSBLATT, POD.G. 


A STUDY of the structure and function of the human 
foot discloses that both in standing and in walking the 
foot can function best when the body weight is equally 
distributed and when the muscles in the leg could avail 
themselves of full leverage in addition to their poten- 
tial power. When the foot at the starting point is at 
right angles with the leg we have these necessary fac- 
tors to the fullest extent for normal standing and walk- 
ing. Note that the heel of the foot must be on the 
same plane with the ball to get the right-angle position 
with the leg when the body is in the erect position. 

As the heel is raised the angle is increased and the 
body weight is transferred to a point forward in the 
foot, proportional to the elevation (so that in a high 
spike heel the weight is on the toes). The heel bone 
is also brought nearer to the Popliteal space, thus 
shortening the required length of the calf muscles, 
which in time contract. Before abnormal changes 
manifest themselves low heeled (8/8-10/8) shoes are 
best. When abnormal changes have occurred, e. g., 
contraction of the calf muscles caused by continued 
wear of high heels (18/8-22/8) it is advisable to lower 
the heel gradually for the following reasons: 

The ankle joint is a hinge joint and permits the 
motion of flexion and extension of the foot on the leg, 
and leg on the foot. Free movement of the foot and 
leg at the ankle joint is possible when the leg muscles 
that pass the ankle joint to the foot are normal in 
length and in ability to function. A normal free gait 
is thus possible in a low heeled shoe; the foot in the 
course of walking bends upward toward the leg 
(flexes), the heel receives the body weight, which is 
next transferred forward along the outer side of the 
long arch, then to the ball of the foot. At this stage 
the leg is flexed on the foot and the body weight is 
carried diagonally across to the inner ball, then to the 
toes, which through the power of the calf muscles pro- 
pel the body forward to the next foot where the same 
action repeats itself. When the calf muscles are con- 
tracted, the bending (flexing) of the foot on the leg 
is restricted. The free motion permitted by the low 
heeled shoe is checked at the ankle joint and is com- 
pensated by the bending of the fore foot on the rear 
foot at the Mid-Tarsal joint. This is an abnormal 
motion and produces a severe strain on all the struc- 
tures that help maintain the arches of the foot. In 
this instance a higher heel is definitely indicated. 

In differentiating between normal and contracted 
calf muscles make the following test and observa- 
lions: 

With your customer sitting and you sitting on your 
foot stool directly in front rest the back of her left 
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heel in the cup of your left hand and raise the foot 
until the leg and knee are more or less in a straight 
line (i. e., in extension), then firmly grasp the foot 
at its outer side with the right hand so that a firm 
semi-circular hold is obtained behind the outer ball 
of the foot. With the heel thus resting in the left palm 
and the fore-foot firmly grasped with the right hand, 
you now invert the foot on the leg and then flex the 
foot on the leg. When the calf muscles are normal 
you will be able to flex the foot (upward toward the 
leg) until the outer side of the foot will form a right 
angle with the leg. When the calf muscles are con- 
tracted the final angle will be greater than a right angle 
and will be proportional to the degree of contraction 
of the calf muscles. 

Ask your customer to stand up in her stockinged 
feet and to place her feet parallel to each other and 
about six inches apart. When the calf muscles are 
normal, she will be comfortable and will experience 
no pull of the calf muscles at the Popliteal space and 
back of the leg. In this case a low heel (8/8 10/8) 
is best. 

When the calf muscles are abnormal, the above posi- 
tion will be uncomfortable because of the painful pull 
that will result at the back of the leg and at the 
Popliteal space. This manifestation warrants your ask- 


ing your customer what heel height she has been wear- — 


ing and approximately for how long a time. The his- 
tory of having continuously worn high heels together 
with the manifestation of discomfort in the test position 
will direct you to fit a higher heel which is at the same 
time a little lower than she is wearing. 





Do you know that: 


There are 26 bones in the foot. 

These bones contract with each other and form joints. 

The joints permit movement. 

These bones are divided into 3 sections. 

The rear section is composed of 7 short bones and is 
the Tarsus (root of foot). 

The middle section is composed of 5 bones and is 
called the Metatarsus (meta prefix meaning in front of). 

The front section is composed of 14 bones which form 
the toes. The first toe has 2 bones and others have 3 
bones each, 

Midway in the Tarsus are 2 important joints across 
the foot. These because of their position are called the 
Mid-Tarsal joints. They are most important because: 

(1) They are at the highest point of the long arches 
of the foot. 

(2) They permit the 24 bones in front (fore foot) to 
move in all directions as a unit on the 2 bones (rear 
foot) behind these joints. 

(3) Their strategic position and flexibility are vital to 
foot function. 

Motion—Any movement that changes the relationship 
of one part of the body to another. 

Flexion—A motion that decreases the angle or distance 
between two parts. 

Extension—A motion that increases the angle or dis- 
tance between two parts. 

Popliteal space—is the area directly behind the knee 
joint in back of leg. 
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to see the show.. YOU 
must see PACKARDS. 














STYLE NO. 522 STYLE NO. 502 


It may be a National 

Fair but in Room 818 a purely local style show 
will be held each of the four days. . 
. and YOU’RE INVITED. 


Leave your bundles or check your hat at Room 
818, but don’t fail to check over, too, the com- 
plete line of Packard Styles for Spring . . . the 
latest and smartest in leathers, lasts and pat- 
terns for Men. 


John S. Kent, Jr.,... Alfred T. Kent ... David 
R. Goodin and Fred V. Jeffrey will all be on 
hand to see you are cordially welcomed. 


M. A. PACKARD CO. BROCKTON, MASS. 


STYLE 522 STYLE 502 


WALDORF LAST... AN WALDORF LAST .*. . 
ALL WHITE BUCK WING 

TI OoGU OX. 

LEATHER HEEL. A VER 

CUSTOM SPORT TYPE 











Are You Getting Results 


From Your Windows? 


pay cil display should be an investment, 
not just an expense. If your windows aren’t 
paying for themselves, try Fairy Forms... 
the modern, effective display aids that cost so 
little and accomplish so much! 


Fairy Forms make the smartest shoe look 
smarter. They emphasize chic lines and clever 
details and display cut and fit to greatest ad- 
vantage. There’s a Fairy Form for every shoe 

. . send for our illustrated booklet and sug- 
gested displays and put your windows to work! 


On display at the Na- 
tional Shoe Fair in 
Booth No. 1 and Sample 
Room 798, Palmer House, 
Chicago, IIl. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches - 
United Last Co., Ltd., Montreal, Canada 


Frankfort 


At the Boston Show, 
January 12-15, 1936, 
on display at the Hotel 
Statler in Booth No. 1 
and Sample Room 421. 


Northampton 
Paris 
Melbourne, Australia France 


Germany 
Mexico City, Mexico 





—- 7 








BOOT AND SHOE RECORDER, December 28, 1935 


Outlook for Men’s Shoes 


Prospects for Coming Season Considered En- 
‘ couraging, but Manufacturers Regard 
Rising Prices as a Serious Problem 


DISCUSSING the outlook for the coming season as 
it pertains to men’s shoes, a well-known manufacturer 
of popular-priced grades said recently: 

“Our sales for this coming season are much heavier 
than they were a year ago, indicating that the buyer is 
willing to anticipate his requirements earlier, possibly 
due to the rising market. In analyzing the styles we 
find that we will have another strong all-white season, 
with an increasing demand for solid color sport shoes 
rather than the two-tone effect. We also find a larger 
demand for sport shoes of washable leathers, so that 
the cleaning of sport shoes must be a growing factor 
in their requirements. The sales on ventilated styles 
have also more than doubled. Although we have ad- 
vanced prices our shoes will, no doubt, be retailed at 
about the same prices as a year ago, with the big play 
in $4.00 and $5.00 styles. We believe that white calf 
will be the outstanding leather in our line.” 


Sport Shoes Look Promising 


Several makers of men’s shoes retailing from $7.50 
to $10.50 were also interviewed. The first replied 
as follows: 

“The prospects are most encouraging—the business 
outlook is considerably improved over what it has been, 
and we contemplate doing a very satisfactory business 
during 1936. 

“The tendencies in men’s footwear may assist this to 
a certain extent. In other words, in addition to dress 
oxfords in calfskin, many sport shoes will naturally be 
sold later on, and in the early Spring season certain 
buckos and other shoes are going to be quite prominent. 

“Prices, of course, are going to go up. We think this 
will have an effect on the amount of merchandise pur- 
chased—but just how much we do not know. Frankly, 
we believe it will, because we do not believe the con- 
sumer is in a position to pay more money for his wear- 
ing apparel at the present time. 

“In the first place, our business continues to exceed 
our expectations, thereby justifying our belief that the 
consumer is getting back into the better class of shoes. 

“We find our sport business is mostly whites, with 
genuine buck leading, a small percentage of tan and 
black trimmed and quite a considerable amount of per- 
forated shoes for our southern trade.” 

Another manufacturer in this group expressed him- 
self as follows: “I hardly know what to say about the 
future. It is not very encouraging, because of the fact 
that leather, both upper and sole, has been advancing 
so rapidly and to such a degree that it means a complete 
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change in the retail set-up. This, as you know, is very 
disappointing. I hardly think the consumer is in posi- 
tion to pay a big advance for his shoes, so we have to 
wait and see how he is going to accept it, if he will 
accept this terrific advance. On the other hand, it does 
look like business is improving right along. If it were 
not for this radical advance, things would be very fine 
indeed. 

“It looks like it is going to be another big white sea- 
son, although there is a great deal of talk about tan 
and white combinations. I rather think, though, unless 
buck shoes are so high priced that the consumer won’t 
pay it, all-white will be about as strong as they were 
last year.” 

Still another manufacturer can see a very definite 
trend to better grade shoes. “And in this connection,” 
he observed, “there of course will be developed some 
new styles in combination whites and tans with a lighter 
shade of tan blending more with the white. Also in 
plain styles with special emphasis on detailed shoe mak- 
ing. That is, in grades retailing at $7.50 and $10.00. 

“Notwithstanding the fact that genuine buckskin is 
very scarce we find it is going to be necessary to fea- ’ 
ture this leather in our grade of shoes and that both 
we and the dealer are going to have to sacrifice some 


profits to keep the price in our field this coming ° 


season.” 


Colorful Spring Predicted 


Manufacturers are looking for a very colorful Spring, 
particularly those catering to the high grade shoe trade 
and those featuring young men’s shoes. All agree that 
we will see more color in men’s clothes for the coming 
season than has been worn in a great many generations. 
In this great wearing of color by men, there will be no 
gaudiness, colors worn will not clash and the wearers 
will not appear ridiculous. A few years ago these 
shoes were made of two-tone reverse calf. The blue, 
green and maroon white combinations with matching 
colors of fibre soles would appear to be high style in 
even women’s lines. Now they are being freely offered 
and bought by retailers in many cities. A combination 
of dark navy and white buck, for example, seems to 
have entirely ousted the black and white in the top 
grade lines. 

There. is no logical reason why men should not put 
color on their feet. The one great obstruction in the 
way of giving men color is the scoffing attitude of nearly 
all manufacturers, buyers of men’s shoes and alleged 
men’s style authorities. All of these served to hold 
down the natural development of color. Only one 
fashion authority (Raymond Twyeffort) had the fore- 
sight and courage to tell the story of color several sea- 
sons ago. His predictions of the use of color are now 
coming true, slowly but surely. 





Let this 


ADVISORY SERVICE 
Help you 


SOLVE YOUR FLOOR COVERING 
PROBLEMS 


NO CHARGE FOR THIS SERVICE 


* 


From the rich experience of fifty years 
devoted to the manufacture of fine quality 
floor coverings, the Mohawk Carpet Mills 
offer you the assistance of its Advisory 
Service, without cost to you. 

Here are men, carefully trained in floor 
covering problems, who will gladly co- 
operate with you and your architect in 
finding the most satisfactory and econom- 
ical solution for any situation you have. 

And in their support, these men have 
the tremendous facilities of the great 
Mohawk Mills. There are hundreds of 
beautiful patterns in both rugs and carpets 
and 26 colors in solid-color carpets. 

There are all the most serviceable 
grades from which to select. And since 
grade largely determines price, it is easy 
for the Mohawk Advisory Service to suit 
your requirements in every factor—design, 
color, grade and cost. 


Wire collect when you have a floor 
covering problem. The Mohawk Advisory 
Service will gladly serve you. 


Moha y 


General Sales Office: 
295 FIFTH AVE., NEW YORK, N. Y. 


LI 


PETS 


Regional Sales Offices: 


Boston Chicago Dallas 
Detroit High Point 
San Francisco Seattle 


1935, Mohawk Carpet Mills, Inc. 


Atlanta 
Des Moines 
Philadelphia 


Denver 
Los Angeles 
St. Louis 
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You Can Pay for it Quickly Out of 
Increased Profits 


Shoppers associate authentic styl- 
ing and quality merchandise with 
shops - of modern’ appearance. 
Howell Chromsteel store seating 
increases the style value of the foot- 
wear you sell. 


Make yours the smart shop for 
footwear in your community, 
Modernize with Howell Chromsteel. 
Its moderate cost will be repaid 
many times over with new profite 
from increased patronage. Ask for 


“a ne 3 —_—- catalog and complete moderniza- 
£ Ree ‘ 3 tion details. 
A i ¥ 
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of 4 All of the advance indications point 
Time for Southern Shoe Promotion _ ,,41,°% the advance indications point 
southern travel in the first three 
[TURN TO PAGE 66 PLEASE] 










Where Do Shoe Dollars 


Come From? 
[CONTINUED FROM PAGE 59] 


ing activities to consumers with in- 
comes which we have selected as our 
primary market. Today, manufactur- 
ers are talking about selective selling. 
As a result, the question of the 
destination of the consumer’s dollar 
will be of less significance. Different 
types of distributors will direct their 
efforts more and more toward different 
portions of the consuming markets. 
And more important, we should have 
more conclusive data. You gentlemen 
have been afraid to let your customers 
know that you mark up this product 
25 per cent, that product, 50 per 
cent, another one 100 per cent; that 
on some of these latter ones, you in 
turn mark down many of them a sub- 
With this effective display of southern footwear, tied in with a well planned newspaper ad, stantial amount. The result is that 
Woodward & Lothrop, Washington, D. C., started their sales of southern shoes early in others have been telling them. Elimi- 
December. nate waste, and there is much of it 
in distribution, but after you have 
Southern footwear will play an un- the frozen North and spend all or part done that, your costs will continue to 
usually important part in January pro- of the rigorous Winter in Southern appear large to the consumer unless 
motions this year. This class of mer- climes, are natural customers for resort you take him into your confidence and 
chandise is always in order for promo- footwear. But this season there are show him what you give him for his 
tion during the first month of the year, special reasons why many merchants money. The consumer does not know 
for with the holidays past, those for- are looking for more of this business where his dollar goes. You don't. 
tunate ones who can afford to flee from than they have had in several years. Neither do I. 
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Shoe Club Hears of Trade Cycles 





Professor MacNair, of Harvard Business School, Says Economists 
Have Rejected Administration's Recovery Theories 


Boston, Mass. — Professor Malcolm 
P. MacNair of the Harvard Business 
School, told members of the Boston 
Boot and Shoe Club at their recent 
monthly dinner meeting that the present 
National Administration is basing its 
policy to some extent at least, on an 
economic theory which has been reject- 
ed practically in toto by a majority of 
the world’s economists. . 

This theory, known variously as the 
“Underconsumption” or “Deficiency-in- 
Consumer - Purchasing - Power” theory 
sets up as its major premise that lack 
of consumer spending is the cause of 
this depression; and that, once this con- 
sumer spending has been increased, 
business will improve all along the line. 
Those economists who reject the theory 
are rather firmly of the opinion that it 
is the spending of business men which 
makes for prosperity and the lack of it 
which plunges nations into periods of 
deflation. 

In other words, these economists hold 
that booms and depressions are “prima- 
rily disturbances of the capital goods 
industries rather than of the consumer 
goods industries.” In this connection, 
Professor McNair pointed out as one 
example, that the consumption of shoes 
during the depression has not fallen off 
to anywhere nearly to the same extent 
as business in the so-called “heavy in- 
dustries.” 

A business man operating a factory, 
said Professor McNair, spends money 
for expansion, for new machinery, for 
the repair of old machinery, etc., until 
he reaches the point at which his manu- 
facturing costs mount more rapidly 
than the price at which he can sell his 
product. He therefore curtails his 
spending and the effect on the capital 
goods industries is immediate. This, 
the speaker is inclined to believe, is the 
way depressions start. The obvious 
cure, therefore, is to take any and all 
steps which will restore the confidence 
of.the business man in his ability to 





CHRISTMAS PARTY WITH PAY 
FOR E-J WORKERS 


Endicott, N. Y.—Throughout the Endicott- 
Johnson organization there was much rejoicing 
over the announcement made by George F. 
Johnson, George W. Johnson and Charles F. 
Johnson, Jr., that all factories, tanneries and 
departments, would close Tuesday night, De- 
cember 24th, remaining closed Christmas Day, 
and resuming work in all departments Thurs- 
day morning. Workers receive full pay for 
Christmas day. 

This makes the fourth holiday this year for 
which Endicott-Johnson workers have received 
full pay. In July two days with pay were given, 
and Labor Day also was a paid vacation. The 
total amount of the payrolls represented for 
these holidays is $400,000. Nearly $1,000,000 
have been received by Endicott-Johnson work- 
ers in pay for holidays. 

As an acknowledgment and mark of appre- 
ciation for this generous Christmas gift, the 
workers have been very responsive in bringing 
the spirit of the Christmas season into the 
homes and hearts of those less fortunate. 





operate at a profit. He then will resume 
his spending. 

Developing this theme a bit farther, 
Professor McNair argued that if con- 
sumer spending (“priming the pump 
but at the wrong end’) could restore 
business to normal, we would long ago 
have seen more unemployed back on 
payrolls than we see today. Unemploy- 
ment, therefore, seems to be most wide- 
spread in the capital goods industries. 

Following this introduction, Profes- 
sor McNair sketchily reviewed several 
of the various economic theories extant 
today. The “meteorological theory” is 
best typified by the one which “relates 
sun-spot cycles” to the weather, and the 
weather to crop yields. There is too 
slight a statistical basis for this to 
make it convincing. There is, also, the 
theory that booms and depressions are 


the inevitable results of wars, dis- 
coveries, inventions and other “ac- 
cidents” but the explanation of this 
theory does “not tell the whole story” 
because these external causes are more 
or less haphazard in their occurrence 
where as business fluctuations “mani- 
fest a more or less regular periodicity.” 

Professor McNair discussed, also, the 
various monetary theories which have 
led to the espousal of such remedies as 
managing the rate of interest, man- 
aging the volume of currency and bank 
credit, keeping the volume of credit 
unchanged; and centralized economic 
planning to iron out maladjustments in 
the exchange of goods. 


Marston's Department Com- 
pleted, One of the Finest 


San Dieco, Cauir.—The placing of 
several large water color wall pictures 
this month has completed the moderni- 
zation work begun some time ago on 
the fine first floor shoe department in 
Marston’s, Fifth Avenue at C Street, 
‘and the department today stands out 
as one of the finest in southern Cali- 
fornia. A photograph is shown else- 
where in this issue. 

The main salon is 35 by 80 feet in 
dimensions and is practically sur- 
rounded on three sides by the stock 
rooms, reached through openings hung 
with rich draperies. 

Most of the chairs and settees are 
upholstered in green, blue or cinna- 
mon, the three alternating. The fur- 
niture is in chromium plated tubular 
steel. The carpeting is in broadloom 
dark rust or cinnamon and the walls 
in ivory with a slightly darker trim. 

The manager who took hold this 
year is Otto Vaught, widely known 
shoe buyer and department manager, 
who has served with stores in Wichita, 
Kan., Los Angeles and San Bernar- 
dino. 

Features of the department prized by 
Mr. Vaught are the stock rooms and 
the windows. The department is con- 
ducted, insofar as window publicity is 
concerned, exactly like a separate store 
and there is no lack of window space 
and no sharing of the space with other 
departments. 
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This glittering evening slipper window shows how Dalsimer, of Philadelphia, seeks to impress the 
store's style consciousness on customers, old and new. Murray S. Rolfe is general manager 
and fashion shoe buyer. 





Time for Southern 
Shoe Promotion 
[CONTINUED FROM PAGE 64] 


months of 1936. More people will go 
South, it is anticipated, than in any 
year since 1930, and those who go will 
also have more money to spend. That 
means more business for the stores that 
supply the sort of wearables people 
need for a sojourn in the South. It 
means more business for shoe stores, 
North and South, for it’s hard to 
visualize going South without providing 
shoes adapted to the change of scene 
and climate. 

And so far-sighted shoe merchants 
and shoe department managers are 
planning special advertising and special 
window presentations to develop this 
business during the early part of the 
New Year. Southern footwear lends 
itself to dramatic showing in windows 
and within the store, as evidenced by 
the attractive December display by 
Woodward & Lothrop, of Washington, 
D. C., which appears on page 64. It 
happens to be an interior display rather 
than a window, but the idea would be 
equally suitable for either. 

Since people who go South in the 
Winter usually belong to the prosper- 
ous, well-to-do class, the shoes they buy 
for such travel are likely to fall in the 
higher price brackets. This means an 
opportunity for profitable selling in 
months when clearance sales are in 
progress and profit margins are nor- 
mally low. Displays of southern foot- 
wear also have a distinct promotional 
value in arousing an early interest in 
shoes for the Spring season, which 
many stores will be showing before the 
month is over. So this sort of publicity 
has a definite value and appeal, even 
aside from the actual increase in sales 
that may result. 


For Profitable Promotion 
Another profitable class of merchan- 











dise for promotion in January and 


February is evening footwear, which 
may have seen its peak in the holiday 
season, but which nevertheless will en- 
joy a steady demand over the next few 
weeks. This normal demand can be 
stimulated through attractive displays, 
such as, for example, the striking dis- 
play of S. Dalsimer & Sons, Phila- 
delphia, which appears on this page. 
And thus, special promotions of various 
classes of shoes which can be sold at 
regular prices during clearance season 
will serve a useful purpose in helping 
to average up the profit margin for 
these months of clearance selling. 


Selling a Five Pair 
Shoe Wardrobe 


[CONTINUED FROM PAGE 37] 


photograph at the left, are a hat box, 
flask and leather case for field glasses. 
The three rows of one single shoe 
(only two can be seen in the pictures) 
which comprise the suggested “sen- 
sible shoe wardrobe” are placed on 
drawers which were removed from the 
lower part of the large wardrobe. 

The essence of the merchandising 
effectiveness of the shoe wardrobe 
presentation is (1) its timeliness, from 
the standpoint of weather conditions 
and in relation to the imminence of 
rising shoe prices; and (2) the fact 
that it is sensible—the store avoided 
having too many shoes and stressed 
the fact that the shoes were shown to 
indicate necessary types rather than 
specific styles. 

The Winter panels in the “Stout 
Fellahs” window (evergreen tree and 
skyscraper) were sand-blasted wood, 4 
very distinctive treatment which gives 
a metallic effect. 
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Soviet Russia Exporting Slippers 


New York—As an experiment in testing American reaction to Russian-made footwear, 
the Soviet Union shipped several hundred pairs of "Pullman" style slippers to this country. 
Two department stores took the entire lot. A New York City store sold out their purchase 
in a couple of weeks, selling prior to the Christmas season. All the slippers were plainly 


stamped "Made in Soviet Union." 


manufactured and in no instance was any unfavorable comment made. 


sizes from 5 to 12 were imported. 


Salespeople told customers where the goods were 


Just the men's 


At a retail price of $1.19 the slippers seemed a good value for they were made of 


a good grade kid leather. 


Even though they were advertised as "Genuine Russian Calf" 


by one house, the fact remains the skins came from goats. The leather carried the odor 
always associated with the old fashioned genuine Russian tannages. ~ 





Ingenious White Shoe 


Promotion Plan 


New Beprorp, Mass.—The first of 
January is the date on which the 1936 
white shoe promotion is started in the 
shoe department of the Star Store, 
large department store. Odd as it 
seems, W. D. Hanly, buyer and depart- 
ment manager, has used this system 
of selling white shoes for several years, 
always with gratifying results. 

White shoe sales are written through 
January, February, March and April, 
although sales are not recorded in the 
business of those months. These sales, 
however, are accumulated and are re- 
corded as business on the first day of 
May. May, incidentally, is a happy 
month in Mr. Hanly’s scheme of selling 
because on the first day of that month 
he rings up all of these white suit shoe 
sales, amounting to as much as $5,000 
for some years. 

This white shoe campaign receives 
no paid advertising, but each salesman 
is primed to feature white shoes by 
suggestion. If a woman buys a pair 
of dance slippers, street shoes or what 
hot, she is asked quite casually if she 
is interested in white shoes for Sum- 
mer. She is told that a special price is 
being offered on advance orders and 
that deliveries and charges are sent 
vut the first of May. The special price, 
incidentally, is allowed because it en- 
ables more efficient placing of orders 
and aids the manufacturer by insuring 
4 certain amount of sales. 


Mr. Hanly finds that hundreds of 
pairs of whites are thus sold without 
any increase in expense and with satis- 
faction on the part of the customers. 
Having practiced this system for about 
10 years, Mr. Hanly finds that women, 
visiting the department after the first 
of the year, often inquire about the 
special price on white shoes. 

Mr. Hanly finds that shoe retailers 
should be able to ring up a surprising 
amount of sales, without expense, if 
they would faithfully follow this sys- 
tem of featuring whites. This buyer 
finds it highly important that each 
customer should be approached with 
the idea, not mentioning it to some 
and forgetting it when waiting upon 
others. 


Shoe Store Damaged by Fire 


BALTIMORE, Mp.—The Bootery, ex- 
clusive women’s shoe shop located in 
the heart of the shopping district at 
202 West Lexington Street, was badly 
damaged by a fire which swept the 
basement of the store and destroyed 
considerable stock in the shop proper 
and show windows, causing a damage 
estimated in excess of a thousand dol- 
lars. 

The shop has been closed pending 
rebuilding. At one time during the 
fire there was a slight explosion. The 
blast, it was stated, was caused by 
celluloid material used in the manu- 
facture of heels for women’s shoes. 
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Name Changed to 
The Pedigo Company 


St. Louis — The corporate name of 
the Pedigo-Lake Shoe Company has 
been changed, effective December 13, to 
The Pedigo Company. Without effect- 
ing any changes in the financial status 
of the company, the capital shares 
structure has been adjusted by the re- 
tirement of 1000 shares of preferred 
stock, with abolition of accumulated 
dividends and the reduction of the divi- 
dend rate on the remaining preferred 
stock to 6 per cent. Also a capital sur- 
plus has been created. 

The new capital structure consists of 
2500 shares of 6 per cent cumulative 
preferred stock with a total par value 
of $250,000; 20,000 shares of outstand- 
ing common stock, total par value $100,- 
000, and a capital surplus of $87,988.32, 
making a net worth of $437,988.32. 





Christmas Bonus to Employees 


St. Louis, Mo. — Edison Brothers 
Stores, Inc., operating a chain of retail 
shoe stores throughout the country, dis- 
tributed $20,000 in Christmas bonuses 
to all company employees, the bonuses 
ranging from $5 up to 5 per cent of 
annual salaries for each person regular- 
ly employed. 

In anticipation of favorable operat- 
ing results for the year, and having an 
optimistic outlook for the future, the 
Board of Directors increased the com- 
mon stock dividend rate from 25c. to 
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On the Selling End 








News of the Travelers and Sales Activities 


Chicago Shoe Travelers Elect 


CuIcaGo—At the meeting of the Chi- 
cago Shoe Travelers Association, held 
December 21, plans were made for the 
national convention which takes place 
in Chicago January 3 and 4, 1936. It 
was unanimously voted on to extend an 
invitation to all delegates of the Na- 
tional Shoe Travelers Association and 
all members of the Chicago Shoe Trav- 





JOSEPH KALISKY 


elers Association to be the guests of the 
Chicago Shoe Travelers Association at 
a luncheon Saturday noon, the 4th of 
January in the club rooms of the asso- 
ciation on the 19th floor of the Republic 
Bldg. 

The annual election of officers also 
took place at today’s meeting, the fol- 
lowing members being elected for the 
coming year: Joseph Kalisky, presi- 
dent; Norman N. Souther, vice-presi- 
dent; Charles L. Heilbrun, secretary 
and treasurer; Lou Brown, director; 
Charles W. Evans, director, and A. J. 
Doyle, director. 

A vote of thanks and appreciation 
was extended to all the retiring officers, 
and the newly elected officers were in- 
stalled at today’s meeting. 

Joe Kalisky, the new president, has 
probably held the honored position more 
times than any other shoe traveler in 
the country. Joe’s record to date shows 
that he has been president of the Na- 
tional Shoe Travelers Association once, 
the Los Angeles Shoe Travelers Asso- 
ciation three times, and now starting 


in on his third term as head of the Chi- 


cago Shoe Travelers Association. 





R. B. Bokemeier Convalesces 


AuBURN, Me.—Reeve B. Bokemeier, 
who represents Dyer & Hall, shoe 
manufacturers of Auburn, Me., in 
Illinois, Wisconsin and Iowa, has 
been seriously ill with typhoid fever 
for the past five weeks. His condi- 
tion is showing slight improvement al- 
though he is still very ill, but it is ex- 
pected that in another few weeks he 
will again be able to be back on his 
territory. 


Joins Rubin Bros. Sales Staff 


New York—Louis Plapinger has 
joined the sales staff of Rubin Bros. 
Starting around the first of the year 
Mr. Plapinger will start out on the 
road covering the department store 
trade. 

Mr. Plapinger was formerly con- 
nected with the Eton Shoe Co. He 
plans to greet many of his friends at 
the Boston and Chicago style shows. 








Dannen Joins Unity 


Edward. Dannen has become asso- 
ciated with Unity Shoemakers, Inc., 
Haverhill, Mass., making $5 and $6 
shoes. His territory is from Pittsburgh 
west to Denver. 


Lunney Heads B.S.T.A. 


Boston, Mass.—James G. Lunney 
was elected president of the Boston 
Shoe Travelers’ Association at the as- 
sociation’s annual meeting, held De- 
cember 21, in the Hotel Essex this city. 
John E. Thomas was named vice-presi- 
dent, and William A. Noll was re- 
elected secretary-treasurer by acclama- 
tion. There was an unusually good 
attendance; and included among the 
guest speakers were many trade lead- 
ers whose interest in the association 
dates back to the time when several of 
them were themselves on the road with 
sample trunks. Speakers were unani- 
mously optimistic over the business out- 
look and profuse in their praise of the 
strength and activity of the Boston as- 
sociation. Lunch, served by the hotel, 
preceded the meeting. 








40c. per share for the quarterly divi- 
dend paid December 20, and also 
declared an extra dividend of 25c. per 
share to all common stockholders, paid 
on the same date. 

Dividends paid to both preferred and 
common stockholders during the year 
amounted to approximately $200,000. 

Sales for 1935 are anticipated to well 
exceed $16,000,000, which is an increase 
of approximately 16 per cent over 1934, 


To Open New Store 


BALTIMORE, Md.—Goodman’s Inc. 
operators of one of the leading exclu- 
sive men’s shoe stores of this city, at 
25 W. Baltimore Street, plans to open 
an establishment at 28 East Baltimore 
street about the middle of February. 
The Goodman organization, headed by 
C. J. Goodman, has been prominently 
identified with the men’s footwear bus- 
iness here for many years. 
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Exhibit Women's Shoe History 


RocHESTER, N. Y.— Footwear for 
women, from the styles of hundreds of 
years ago to the present, will form a 
novel display in the Rochester Chamber 
of Commerce lobby for a week begin- 
ning December 16. 

Planned by the Orthopedic Health 
Exhibit group of the Health Conser- 
vation Committee, the display will be 
arranged by Dr. Arthur C. Parker, 
director of the Municipal Museum, and 
Harry A. Chase, executive secretary 
of the New York State Shoe Retailers 
Association, and with the co-operation 
of the United Shoe Machinery Corp. 

The display will portray the history 
of women’s shoes and will include 
motion pictures showing how people 
walk with different kinds of shoes and 
X-ray pictures of feet showing the 
effects of different types of footwear 
upon the bones. The exhibit also will 
include examples of well-formed and 


1935 


ill-formed feet by means of casts made 
of the feet of Rochester people re- 
ferred to Dr. Parker. 

The Health Conservation Committee 
plans to make this a traveling exhibit. 
Requests now are being received from 
organizations which want to preach the 
foot-health message to their members. 


To Make Women's Shoes 


BALTIMORE, Md.—The Hopkins Shoe 
Co., Inc., recently organized and char- 
tered, plans to begin production early 
next year following necessary remod- 
eling to building at 1501 N. Gay Street, 
and installation of necessary equip- 
ment for the manufacture of women’s 
footwear. The concern will occupy 
spacious quarters at the location. Cap- 
italization consists of 1,000 shares of 
stock of no par value: The principals 
are H. Vernon Eney, Alexander Gor- 
don, 38rd, and Joseph Martin. 


New Counter Company 


HAVERHILL, Mass. — The Merker 
Counter Company, 12 Duncan Street, 
is already under production with a 
daily output of between 30,000 and 
40,000 pairs a day. Morris Leavitt, 
president of the new enterprise, stated 
that a capacity of 100,000 pairs is ex- 
pected by the early part of January, 
and that operations were actually un- 
der way since November 25, and pro- 
duction increasing daily. 

Mr. Merker, who is treasurer of the 
new enterprise, was formerly part own- 
er and general manager of the Na- 
tional Counter Company, Haverhill, but 
no longer has any connection with that 
company. Mr. Leavitt, besides his as- 
sociation with the new company, is 
president of the Leavitt Counter Com- 
pany, Haverhill, also has been sales 
manager of the National Counter Com- 
pany in the South and the Middle West 
territory for the past five years. 








$25.00—$50.00 


WEEKLY INDEMNITY 


$5,000.00—$ 10,000.00 
DEATH INDEMNITY 


$2.00 will take care of your In- 
surance for the next five months 


THE NEXT FEW MONTHS ARE THE MOST DANGEROUS OF THE WHOLE YEAR 


ACCIDENTS 


i 
7, 








oz 


oa 

\S 

CARS COMMERCIAL TRAVELERS 
ACCIDENT ASSOCIATION 


AND FOR SICKNESS 


PAYS FOR SICKNESS ON 
THE SAME 


NOT Just for certain kinds ... NOT Just in cer- 
tain places ... NOT Just under certain conditions 


PAYS FOR ACCIDENTS 
wherever, whenever and how- 


ever they may happen 
the world over. 








a 








fa 
NY 


AS 


COMMERCIAL TRAVELERS 


ALL-INCLUSIVE BASIS 
HEALTH ASSOCIATION 


ALWAYS REMEMBER 


“The Eastern Never Cancels a Member’s Policy — Increases the Rate — or 
Reduces any of the original Benefits on account of age” 
(Massachusetts Company Organized 1894 — None Better — Ask the Man that’s a Member) 
*WE HAVE NO AGENTS OR SOLICITORS 


JOHN S. WHITTEMORE, Sec.-Treas. 
77 FRANKLIN STREET, BOSTON 





P.S. One does not have 


For Application 
to travel to be eligible 


and Particulars write 





A 6 FT TT 


Men's Shoes 


i i i i eh li ee lee eel 





“HIGHEST 


RADE ONLY” 
EAST WEYMOUTH. MASS. U.S.A. 








i eee 


Women's Shoes 


Oh EE 


FLEX-EASE 
PUMPS 


IN STOCK 
Black Crepe, Patent, 
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Brown Kid..... 2.00 
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5%—10 days 
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FREDERICK SHOE CO. 
DERRY, N. H. 








Obituaries 
Fred W. Baker 


GEORGETOWN, Mass.—Fred W. 
Baker, 68, retired shoe manufacturer, 
died December 12 at his home. He was 
born in Georgetown and had always 
lived here. For 30 years he was en- 
gaged in the manufacturing of shoes, 
retiring about 10 years ago. 

He is survived by a widow, two 
daughters, a son, two sisters and four 
grandchildren. 

He was past master of Charles C. 
Dame Lodge of Masons, a member of 
Protection Lodge of Odd Fellows and 
of the Protection Club. 


Charles E. Greene 


Lynn, Mass.—Charles E. Greene, 
who was salesman in the Middle West 
for Luther Johnson & Co., Lynn slip- 
per manufacturers, died recently at his 
home in Lynn, after a long sickness. 
He was born in Lynn 68 years ago, 
and followed the shoe trade all his life. 
He was an Odd Fellow and a Mason. 
He is survived by his widow, a son, 
daughter and a grandchild. 
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Frederick A. Sherwood 


RocHesTer, N. Y. — Frederick A. 
Sherwood, founder of the Sherwood 
Shoe Co., well known women’s shoe 
manufacturing firm, died here Dec. 18, 
aged 83 years. For thirty years he 
served as president of the company he 


FREDERICK A. SHERWOOD 


founded. Under his leadership the busi- 
ness enjoyed a rapid growth and be- 
came one of the outstanding women’s 
shoe manufacturing concerns of the 
country. 

Mr. Sherwood was a native of Man- 
lius, N. Y. He attended the district 
schools and Penn Yan Academy and 
came to Rochester in 1875 to enter the 
employ of Williams, Hoyt & Company, 
shoe manufacturers, as bookkeeper. 
Three years later he formed a partner- 
ship with D. C. Rumsey, with whom 
he operated a wholesale leather busi- 
ness in Mill St. 

Mr. Sherwood purchased the Rumsey 
share of the business in 1888 and 
changed the name of the firm to F. A. 
Sherwood Company. Two years later 
he acquired the shoe manufacturing 
plant of J. W. Jenkins & Company on 
North Water Street. The business out- 
grew these quarters and a new factory 
was built at 625 South Goodman Street, 
where it remains at present. In 1905 
the name of the firm was changed to 
the Sherwood Shoe Company. In 1928, 
the Sherwood Shoe Company acquired 
the business of the Burrows Shoe Com- 
pany, of Rochester. 

Mr. Sherwood was a senior elder of 
the Presbyterian Church, trustee of the 
East Side Savings Bank, director of the 
Rochester Dental Dispensary, member 
of the Board of the Rochester School 
for the Deaf and a director of Highland 
Hospital. He was at one time president 
of the Rochester Shoe and Leather 
Club. He was a member of the Roches- 
ter Historical Society, Rochester Coun- 
try Club, Genesee Valley Club and he 
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VANIAN 


TRADE MARK REGISTERED 


As the demand for better 
quality grows, the velvety 
good-looks and first-step 
comfort of Van Tan Inner- 
become increasingly 
important as selling assets. 
They can help you sell shoes. 
Ask your manufacturer to 
use Van Tan—the tannage 
especially developed to 
make the finest innersoles. 


soles 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








recently resigned from the boards of 
the Rescue Mission and _ Rochester 
Municipal Museum. 

Charles Winslow Smith, vice-presi- 
dent and sales manager of the Sher- 
wood Shoe Company, is a son-in-law, of 
Mr. Sherwood. There are also two 
grandsons, Sherwood Winslow Smith 
and Burton Cheney Smith, who are 
connected with the Sherwood Shoe 
Company. Funeral services were held 
at the home, Livingston Park, Dec. 20. 
Burial was in Mt. Hope Cemetery. 


Veteran Shoe Traveler Dies 


CHIcaco—Edward H. Hicks, mem- 
ber of the Chicago Shoe Travelers As- 
sociation and for many years a rep- 
resentative of the Tucker Hagan Shoe 
Co., died suddenly at his home in Chi- 
cago on Friday, the 20th of December. 

Ed, beloved by all those in the indus- 
try who knew him, had been enjoying 
good health up to the time of his death 
and it was a great shock to all who 
knew him. Death was caused by heart 
trouble. 





McKeesport Store Enlarged 


McKeesport, Pa.—William F. Sul- 
livan Shoe Store, at 226 Fifth Avenue, 
has been enlarged to make room for 4 
new and modern juvenile department. 
Mr. Sullivan expects to change the en- 
tire front within a short time to match 
the interior. Business conditions have 
forced the expansion. 
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Patent Applied For 


#500 





-— THESE STRAPS WILL SELL YOUR PUMFS 





Fits the arch snugly. 

Eliminates all gapping. 

Changes style of pump. 

Prevents shoes from coming 
off with galoshes. 

Any color leather available. 


$3.00 per dozen. 


SA VAL ie. 


527 SOUTH WELLS ST., CHICAGO 
Harrison 7874-7875 











Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 


There’s REAL PROFIT 


in Dr. WOOD’S and 


Reg. U. S. Pat. Off. 


Arch Supports and 
Foot Specialties . . 


The Dr.Wood'sandArrowsmithlines .~ - ~., 
and their trade marks are well known ] 
to the shoe trade. The line comprises; 

Arch Props and Remedies for all 

foot conditions. tt 

StyleC ArchProp, illustrated 
here, is acknowledged to 
bethestandardof ' 
excellence. It is 

constructed for 

endurance under the most severe service of the 
heaviest person. It is an effective relief for tired, 
aching feet, weak or brokendownarches,etc. Made 
in sizes for Men, Women, Misses and Children. 
Wholesale $30.00 dozen pairs. Retail $5.00 pair. 


SEND FOR NEW CATALOG 


SHOE SUNDRIES, Inc. 


Style C 


tl tlt te 





209 So. State St., Chicago, Ill. 





Exclusive distributors for Dr.Wood’s and Arrowsmith Foot Specialties 


219 W. Chicago Avenue - - - 


Chicago, Ill. 











George E. Keith on Brockton 
School Board 


BrocKTon, Mass.—George E. Keith 
follows in the footsteps of his father, 
not only in the shoe business, but in 
civic activities as well. In the last 
municipal election he was elected a 
member of the Brockton School Board, 
receiving the highest vote of any of the 
five candidates. His father, the late 
Eldon B. Keith, was a member of the 
Board for fifteen years, and the fine 
high school athletic field, known as the 
Eldon B. Keith Field, is a memorial 
to the man who gave much of his time 
to the betterment of his community. 

His son, George E. Keith, is sales- 
manager of the George E. Keith Com- 
pany, founded by his grandfather 
more than sixty years ago. He is a 
graduate of Amherst, where he was 
active in athletics; and was not con- 
tent to take a position of responsibility 
with this fine old firm until he had 
made an extensive survey of shoemak- 
ing and shoe marketing both here and 
abroad and had, furthermore, served 
an exacting apprenticeship in every de- 
partment of the Keith factory. 


L. Weiner Buyer for Bailey Co. 


CLEVELAND, OHI0O—Lou Weiner is 
the new buyer for men’s, women’s and 
children’s shoes for the Bailey Com- 
pany in Cleveland. Mr. Weiner suc- 
ceeds Harry Kandel who resigned his 
Position with the company to go to 


Baltimore, Md., because of the death 
of his brother. Mr. Kandel plans to 
enter the jobbing of a popular line of 
men’s, women’s and children’s shoes in 
Baltimore or to connect with some 
large department store in that city as 
buyer. 





AVOIDING MIS-MATES 


"| find the best remedy in avoiding mis- 
mates,’ says a Massillon, Ohio, retailer, “is 
to tax the sales person with a so-called fine 
of 25 to 50 cents at the same time instructing 
the girl who wraps the purchase to carefully 
inspect every pair of shoes that she is to wrap. 
Whatever the amount is it is collected by the 
wrapper at the time the pay envelopes are 
distributed.” 

“Every pair of shoes that is a wear-out,” 
tells a Lansing, Michigan, merchant, "is taken 
by the salesman who made the sale, to any 
other salesman on the floor who inspects them 
and if they are correct he puts his OK on 
the sales slip. The shoes are then brought to 
the manager who in turn checks the shoes. 
If the purchase is then returned because of 
mis-mates, the salesman who checked them is 
penalized 25 cents. 

“If the purchase is not a wear-out, then the 
cashier checks them for mates. If she finds 
them to be mis-mated, the salesman who made 
the sale is penalized 25 cents. 

"If the shoes went out after being checked 
by the cashier, and are returned mis-mated, 
then the cashier is penalized 50 cents. For 
each pair the cashier discovers to be mis- 
mated she gets the 25 cents, and for each 
pair she lets slip through she must pay 50 cents 
to the salesman who made the sale." 





M.R.S.D.A. Selects 
Convention Models 


Detroit, MicH.— Michigan Retail 
Shoe Dealers Association held an 
elimination contest Dec. 18 at Leland 
Hotel, with about three hundred 
models competing. Thirty models were 
selected from this group, to pose for 
the convention in January. Nathan 
Hack, president of the Detroit Retail 
Shoe Dealers Association, was chair- 
man. Jack Hylton, well-known English 
band leader at the Fox Theater, and 
Sally Dague, fashion expert of the De- 
troit Free Press, were the judges. 


S. A. Justin President 
of Traffic Club 


Fort WortH, Tex.—S. A. Justin, 
of the H. J. Justin & Sons shoe manu- 
facturing company in Fort Worth, 
Tex., was elected president of the 
Fort Worth Traffic Club for 1936 at 
the club’s annual election, Dec. 16. 


Moves to Larger Quarters 


Fort WortH, TEX.—The Hollywood 
Shoe Store, formerly at 302B Houston 
Street, in Fort Worth, Tex., moved to 
larger quarters at 314 Houston Street, 
here, on Dec. 14. Sam Schwartz is 
owner and manager of this store. 





Women's Shoes 


Modern Turn Shoes That Fit 
Nt 5783 WILL NOT GAP 


Ruby x kid New “SHORTBACK” Lasts 


TYLES Send for 
stock ——— Uh 


LUMBARD SHOE CO 


| 7S Ok Oe Oe 


Moccasins 





8-inch snow-shoe mocas- 
sin, men’s, boys’ and 
women’s. Get our new 
prices on all lines before 
placing your spring orders. 


McConnell Moccasin Co. 
Auburn, Maine 

















Trade 
Literature 


Bulletin to Be Released by 


Shoe Fashion Research 


New YorK — The January issue of 
Futura, the new fashion bulletin edited 
by Terry Kramer of the Shoe Fashion 
Research, will be released at the Na- 
tional Shoe Fair in Chicago. 

As the name suggests, this bulletin 
is a forecast of fashions that have a 
future bearing on shoes, written in 
spirited telegraphic manner and illus- 
trated with quick sketches. 

Through close cooperation with de- 
signers in allied fields, such as milli- 
nery, dresses, bags, etc., Futura reports 
fashion trends influencing the footwear 
mode, such as the Chinese exhibition 
in London, highlighted in November. 

Footnotes suggest how these general 
trends can be related directly to shoes, 
illustrated by sketches of pull-overs de- 
signed by Adolph. 





New Building for Shoe Store 


Detroit, MicH.— One of the first 
buildings erected for the purpose of oc- 
cupation as a shoe store in Detroit in 
recent years is being completed for the 
Nohel Shoe Company at 15391 Liver- 
nois Avenue, in Detroit’s northwest 
shopping center. The company is owned 
by Harry Nohel. The store will be 
ready for occupany in a few weeks. 
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'36 As Shoe Men See It 


[CONTINUED FROM PAGE 55] 


have continued to figure shoes on 
leather stocks they owned or pur- 
chases they had made earlier. 

“This tardiness of the finished ar- 
ticle to advance is more or less typi- 
cal in the so-called ‘light’ industries, 
but it is exaggerated in the shoe and 
leather industry because of over-ca- 
pacity and intense competition. 

“The advances thus far realized in 
shoes at retail have been very meager, 
probably not more than 10 per cent 
above the 1932 low. They only begin 
to reflect the increased cost of the 
raw material going into them. For 
example, light cow hides have advanced 
from 7 cents in November, 1934, to 
12% cents in December, 19365. 

“For the past several years the 
world has been drawing heavily upon 
its reserves of leather-making mate- 
rials. The drought of 1934, coupled 
with the herd-reduction program, con- 
siderably reduced domestic herds. It 
is reported that the cattle population 
of Russia has been reduced one-half 
by famine and the attempt to collec- 
tivize Russian farms. This is not veri- 
fied, but we do know that very few 
hides and skins have come out of 
Russia in the past several years. For 
some time there have been restrictions 
on the export of raw stock from Ger- 
many, and lately we understand that 
both Russia and Germany are making 
serious efforts to rebuild their herds. 

“A very large amount of leather 
of various kinds has gone into mili- 
tary equipment and at the same time 
there has been an increase in the use 
of leather in Europe and the Orient 
because of the greater use of modern 
shoemaking machinery which has made 
shoes cheaper and thereby increased 
the sale of them. 

“Since the Summer of 1933, foreign 
prices for hides and skins have been 
consistently higher than domestic 
prices. We normally import about 
one-third of our requirements. Im- 
ports for the last several years have 
been low and it seems likely that do- 
mestic tanners will have to materially 
increase their imports next year. This 
is likely to raise domestic prices at 
least to the foreign level, and perhaps 
much further. 

“The volume of business in both 
leather and shoes has been good. Rec- 
ord-breaking productions of certain 
types of leathers will probably be 
realized, and it looks as if shoe pro- 
duction will break all previous records 
by totaling nearly 370,000,000 pairs. 
However, this is only 3 per cent to 5 
per cent higher than the productions 
realized in 1933 and 1934, and if busi- 
ness continues to improve it is quite 
possible that production at this rate 
may be continued or even exceeded 
in 1936.” 

* * 

‘HARRY A. GIBSON, SHOE BUY- 

ER, THE WILLIAM HENEGER 


COMPANY, BUFFALO, N. Y.: “We 
expect 1936 to be one of the best shoe 
years since 1929. I have every confi- 
dence that retail quality shoe business 
is again coming back into its own.” 


* * * 


J. W. BARBEY, PRESIDENT, J. 
EDWARDS & COMPANY, PHILA- 
DELPHIA: “1935 brings to a close 
a truly interesting year—one that has 
been very encouraging, in view of the 
steady progress attained in restoring 
quality merchandise to its deserving 
position. This confidence will be more 
general in the coming year, and we 
are in a stronger position than ever 
before to assist in keeping ‘In Step 
with Progress.’ ” 


s. * * 


B. A. PHELPS, PRESIDENT, 
PHELPS SHOE COMPANY, SHREVE. 
PORT, LOUISIANA: “You ask how 
I view the coming year. I can truth- 
fully answer that question most opti- 
mistically, for our prospects are better 
right now than at any time during the 
past four years. This may be a purely 
local condition, I do not know, but I 
do not think it altogether so. While 
we are feeling the effects of recent oil 
activities in our vicinity, I believe that 
without that we still would have an 
excellent outlook for the coming year. 

“In my own line, I find that the trade 
is tending toward better priced mer- 
chandise—in fact, better qualities are 
demanded now, whereas two years ago, 
the trade would not even look at any- 
thing beyond a very limited price.” 


Expense Control and 
Merchandising Clinic 
[CONTINUED FROM PAGE 38] 


Marketing and Retailing at Northwest- 
ern University, a member of the board 
of directors of a leading department 
store, has done research work for 
nationally known manufacturers, aid- 
ing in development of new products 
and better selling. A recognized author- 
ity on merchandising problems. 

James R. Hawkinson, Assistant 
Dean of the School of Commerce, 
Northwestern University, has been as- 
sociated with sales follow-up, salesmen, 
and sales research. He has done con- 
sulting work in the field of market- 
ing for many Chicago firms and has 
been sales manager of a well known 
advertised product. 

Dr. Fred E. Clark, head of the De- 
partment of Market and Management, 
Northwestern University, from p'ac- 
tical experience in business and inius- 
try, has contributed numerous books on 
the problems of management, mar ets 
and business operations. 
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Shoes Star in Fashion News Reel 


Patent leather shoes in the new gem 
colors of A. C. Lawrence Leather Co. 
are featured by Fox Movietone News 
in a fashion news reel, to appear short- 
ly in theatres all over the country. 

Various scenes show shoes for eve- 
ning, afternoon, beach and town wear 
in gem colored patent leather in the 
tones of rose quartz, sapphire, ruby, 
garnet, aquamarine, lapis lazuli, citrine, 
amethyst, emerald and carnelian. All 
of the shoes in the news reel were 
designed by Palter deLiso. 

In sandals, straps, pumps, stepins 
and oxfords, the footwear spotlights 
such important shoe ideas as flat and 
high heels, open toes and heels, sandals 
with buttons, stitching, and other dress- 
maker treatments, slits and various 
cutouts, bows and downward sweeping 
D’orsay side lines. 

The shoes in this Fox fashion news 
reel showed such effective color com- 
binations as white and emerald, white 
and citrine, white and carnelian, ruby 
and sapphire, rose quartz and aqua- 
marine, sapphire and white. One un- 
usual shoe was interestingly made of 
strips of rose quartz, jade, aquamarine, 
citrine and amethyst. 

The models for town wear this com- 
ing Spring were shown in black and 
navy, with red or white piping and 
white stitching. 


1935 


Business Good, Saval Reports 


CuIcaco — Ted Saval, president of 
Saval, Inc., located at 527 S. Wells 
Street, has been experiencing an excel- 
lent business this season with his wo- 
men’s high grade turn shoes. However, 
due to the falling off in pump sales, Ted 


TED SAVAL 


has invented a new item that, judging 
from early sales, looks promising to go 
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a long way. This new item is a leather 
strap in many different styles that can 
be slipped on over a pump and trans- 
form it into either a one-strap shoe or a 
tie. 

The under part of the strap has a 
strip of elastic that fits under the shank 
of the shoe, thereby insuring a perfect 
fit. 


Gold and Silver Lead 


Evening Sales 


Kansas City, Mo.—The_ evening 
slipper business at Emery, Bird, Thay- 
er’s seems to be better than for some 
time, according to G. L. Zion, shoe 
buyer. Gold and silver are running 
ahead in the sandal types and whites 
for tinting have been moving in large 
numbers. Formal gowns have been 
selling better, relatively, than other 
dresses, especially for the younger set, 
and slippers have been keeping pace 
with this demand. 

Boudoir slippers were promoted early 
by this department and some very good 
holiday business resulted. Mr. Zion 
has gone into the $1.95 end more than 
ever before. From this price the range 
is to $4.50. 


Opens Shoe Fashions Office 


New York—Alfred Vamos _ has 
opened his own office in the Marbridge 
Building where he will conduct the 
styling of shoes. Mr. Vamos occupies 
Suite 450-452 in the building under the 
title Alfred Vamos, Shoe Fashions. 
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To Shoe Store Owners 


and Managers 


AFREE Booklet 
New Styles IN 


SHOP SEATING’ 


seating for your shop. Thirty-two pages of seating sugges- 
tions for modern shops. Helpful and practical. Shows you 
the economy ofinstalling American Interlocking chairs. How they 
beautify your shop. Enable you to comfortably seat more custom- 
ers with greater speed. It will pay you to consult this book be- 
fore buying. Send for your free copy. Use the convenient coupon. 


American Seating 


Makers of Seating for Shoe Stores, School 
Churches oad fe noon 

General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


MAIL THIS COUPON 


AMERICAN SEATING COMPANY 
Grand Rapids, Michigan 

Please send me wit 
Styles in Shop Seating.’ 


Se for this Book now so you will have it when considering 


Company 
ublic Auditoriums. >) 


(BS12) 


hout obligation, your FREE 32-Page Book, “New 
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Ballet Slippers 
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BALLET SLIPPERS 
Right and Left Lasts 
Black Kid 

No. 600—Top Grade 

Wom. Miss Child. 

$1.35 $1.30 $1.25 


No. 609 
Miss Child. 
$1.15 $1.00 
BROOKS SHOE MFG. CoO. 
Swanson and Ritner, Philadelphia 





Wom. 
$1.20 











6 6 8 8 oe 


Dancing Shoes and Taps 


OS 6 8 te er 


TAP DANCING THEO SLIPPER 


PATENT LEATHER 
1305—Chi lds’, Oeret 
1.00 


1306—Misses’, ad 


1307—Grewing Girls’, 
BYe/B ...00.. $i.te 


BLOG SHOE CO., INC. 
147 Duane 8t., New York City 





— 











TAP 
DANCE 
SHOES 
+ 
In 
Bat —_ 
— A-Beo ve? 
IR ae 
— Owens SHOECo. — 
—— 28 Goodhue St., Salem, Mass. —_ 














Women's Shoe Production 
Near Record 


Boston, Mass.—A dispatch from 
Lynn, Mass., published in the December 
20th issue of the Boston News Bureau, 
says that it is not unlikely that women’s 
shoe production this year will exceed 
that of the peak year, 1929. The pro- 
duction in that year was 131,000,000 
pairs. October production this year was 
11,600,000 pairs—an increase of 3,000,- 
000 or more than 25 per cent—over the 
same month last year. 

Production for the ten months to 
November 1 was 125,000,000 pairs, an 
increase of 5,000,000, and was within 
6,000,000 of the production total for the 
entire 12 months of 1934. 

Production, particularly in October, 
was stimulated by the early placing of 
orders in anticipation of price ad- 
vances. 














Union Avenues, Brooklyn. 
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Grand Street Merchants’ Jubilee 


BROOKLYN, N. Y.—Under the force- 
ful leadership of its president, Paul E. 
Greenblat, shoe merchant, the Grand 
Street Business Men’s Association, Inc., 
is conducting its annual jubilee on 
Grand Street, between Bushwick and 
The asso- 
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GIVE THEM A TRIAL 


In two seconds, a woman may now trans- 
form an opera pump into a smart step-in 
or one-strap modell 

with 


WAWSTMES 





















One-piece, white, black, 
brown, or biue leather, 
$2.40 the dozen pair. 





















P. E. GREENBLAT 


ciation dates back more than half a 
century and has consistently partici- 
pated, not only in the district’s com- 
mercial activities, but in its social life 
as well. 

The Grand Street Jubilee is an 
annual event in the last month of the 
year. The shopping center is deco- 
rated with flags and presents a holiday 
aspect, the shopkeepers vying with one 
another to give the purchasing public 
special value during the jubilee season. 

Though the jubilee closes officially 
on December 30, it will have a sequel 
on Jan. 12, 1936, when the association 
will tender a banquet and ball to Pres- 
ident Greenblat, at the Lorraine, No. 
790 Broadway, Brooklyn. More than 
800 guests are expected. Mr. Greenblat 
is secretary of Harry Greenblat’s Sons, 
Inc., a 20-year-old prosperous corpora- 
tion retailing shoes at 631 and 663 
Grand Street. 


Suede Splits to New High Peak 


Preapopy, Mass—Production on 
suede splits is up to a new high peak 
for these parts. The splits, which are 
taken off cow hides, are buffed to a 
fine nap, and are dyed to a complete 
run of fashionable chart colors, and 
are sold for making sport and street 
shoes for men and women. 

Time was when tons of splits were 
tossed into the glue pile, there being 
no market for them. Now there’s a 
waiting market, at advancing prices. 


also submitted his resignation. 


of the very fine services rendered in 
the past to the company. 


dent, was elected president—the office 
of vice-president remaining vacant. 
R. P. Butler was elected treasurer. The 
vacancies created on the board of (i- 
rectors were filled by the election to 
the board of R. P. Butler, J. J. Bentley 
and J. J. Farley. 


officers of the company are, therefore, 
as follows: 


Shays, secretary; George F. Rumpf, 
assistant-secretary; R. P. Butler, trea- 
surer; J. J. Farley, and J. J. Bentley. 








Leather or suede, In a 
combination ef colors. 




















When ordering please in- 
dieate color-choice. $3.00 


the dezen pair. 







Laced center, leather or 
suede combined with silver 
or gold kid. $6.00 the 
dezen pair. 


Patent applied fer. 


Sa Val 


INC. 
527 South Wells Street 


CHICAGO, ILLINOIS 
Phone Harrison 7874-7675 













































Harold Connett Heads 
Surpass Leather Co. 


PHILADELPHIA, PA.—At a meeting of 
the board of directors of the Surpass 
Leather Company held in Philadelphia 
on December 16, David H. Crompton, 
president, and W. C. Burton, treasurer, 
advised the board of their intention to 
retire from active business in the com- 
pany and submitted their resignations 
as president and treasurer, respective- 
ly. At the same time they submitted 
their resignations from the board of 
directors. A. Z. Gardiner, director, 
All of 
the above resignations were accepted 
with regret and with due appreciation 
















Harold Connett, formerly vice-presi- 












The personnel of the board and the 








Harold Connett, president; E. B. 
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Laird, Schober presents 


Laird-Craft 


"Lied, Schober 


PO R > PRiNG 


If you do nothing else but get a first-hand view- 
point on the complete Laird-Craft by Laird, 
Schober line for spring, you will be well-repaid 
for your visit to the National Shoe Fair at the 
Palmer House in Chicago. 

After all, actual comparison is the most satisfac- 
tory way of judging merchandise—and, by any 
comparison, this smart new Laird-Craft by Laird, 
Schober line is the big shoe-merchandising 
event for spring. 

We will be glad to have you make our exhibit 
at the show your headquarters. The room num- 
bers are 746, 747 and 748. 


LAIRD, SCHOBER AND COMPANY, PHILADELPHIA 
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New Store Front Stops Traffic 


Santa ANA, CaLir.—Mrs. Alice N. 
Peterson, 215 West’ Fourth Street, 
Santa Ana, considered one of the most 
successful woman shoe store proprie- 
tors in California, has scored some- 
thing of a triumph in a new store front 
installed as a feature of her moderni- 
zation program. A _ photograph is 
shown elsewhere in this issue. 

This front, featuring blue mirror 
combined with blue porcelain, stopped 
exactly 55 out of each 100 people by 
actual census made by the company 
which installed the lights. This win- 
dow pull was far in the lead of all other 
windows along the street. 

Features of the new front, in addi- 
tion to the brilliant blue finish in mir- 
rors and porcelain, are the sign and 
the ventilation louvres. 

The sign consists of hugh block let- 
ters placed in front of a lighted recess 
above the glass windows. The reced- 
ing wall of the recess is curved, painted 
a brilliant white and illumined with 
concealed lights. Since the firm name 
is in blue, it stands out in sharp con- 
trast to the dazzling white background 
both day and night. Light colors in 
the terrazzo floor of the entrance ves- 
tibule and the near white of the win- 
dow backgrounds are also in sharp 
contrast to the blue mirrors which sur- 
round the glass, achieving very effec- 
tive results both day and night, but 
of course most especially at night. 


A sand blasted glass valance gives 
another fine touch to the window as a 
whole. Backgrounds are of interior 
stucco. 

The louvres immediately below the 
big sign have alternate slats of daz- 
zling white and bright blue. 

The interior of the store has been 
enlarged, redecorated, rearranged and 
recarpeted. The carpet has a pebble 
weave effect and shows conventional 
figures in tones of rust. Interior di- 
mensions are approximately 22 by 100. 


Does Her Own Buying 


The Peterson store was established 
in 1912 by Roy C. Peterson, his wife 
working with him. The first store was 
a tiny place and no help was employed. 
The present location is the third one 
occupied and the stock today is one 
of the largest in Orange County. Mr. 
Peterson died several years ago and 
Mrs. Peterson has since that time car- 
ried on, doing all her own buying of 
both men’s and women’s shoes. 

Today only quality merchandise is 
handled, the price range in each de- 
partment being from $5 to $10.50, with 
the major emphasis on the upper brack- 
ets. Mrs. Peterson now employs five 
full time floor salesmen and still gives 
some time to actual selling herself. 
She is recognized as one of the most 
skilled style merchandise selecters in 
her part of the state. 





New Nordstrom Store 


SEATTLE, Wash.—Newest smart shoe 
store of the university district to open 
its doors to Christmas. shopping 
throngs, is Nordstrom, Inc.’s new shop, 
which has been created at 4339 Univer- 
sity Way, in the collegiate section, as 
the climax to a spending program of 
over seven thousand dollars. These 
new and larger quarters are located 
three doors farther north from the 
previous store on University Way. 
Nordstrom’s also has a large main 
store in the downtown district. 

Fifty per cent more floor space has 
been provided in the new merchandis- 
ing setup. One of the new highlights 
is a children’s department, or “Kiddie 
Korner,” which carries one of the 
largest and most complete stocks of 
juvenile footwear. 

Besides this attractive section a 
special hosiery department rounds out 
the general lines carried, and caters 
to feminine customers who may match 
their shoes with selected new stockings. 

Nordstrom’s was founded in Seattle 
34 years ago. It expanded into the 
university district near the campus to 
Seattle’s big “U” with its first univer- 
sity branch, opened in 1924. Eleven 
years’ growth in that district is 
crowned with the new store now 
opened. Lloyd Nordstrom, the secre- 
tary and treasurer of the Nordstrom 
corporation, is the manager of the 
university branch. 


Store in New Location 


Kansas City, Mo.—Cox’s Dr. A. 
Reed Cushion Shoe Company store has 
moved from 1023 Grand Avenue to 1001 
Walnut Street. The new location, a 
corner store, has eight display win- 
dows, four on Walnut and four on 
Tenth Street. Both of these streets 
are busy thoroughfares and the pres- 
entation of merchandise in attractive 
displays is valuable advertising. The 


move has already resulted in a slight - 


increase in business. 


Shoe Store Incorporated 


Detroit, Micu.—The firm of Van 
Boven Shoes, Inc., has been formed by 
Peter J. Van Boven at Ann Arbor, 


Mich., as a retail shoe store. Located 
in the Nickels Arcade, the firm is capi- 
talized for $4,000. William Couper and 
George Earle are co-incorporators with 
Van Boven. 


Two New Stores Opened 


MILWAUKEE, Wis.—Two new shoe 
stores, Grimsrud Shoe store at 13822 W. 
Vliet Street, and the Father & Son 
Shoe store at 716 N. Third Street, were 
opened here during the past week. Free 
gifts with a purchase of shoes $1.98 
or more were presented the opening 
day at the Grimsrud store, while the 
Father & Son store, the third in Mil- 
waukee, presented free hosiery. 


1935 


New Shoe Departments 
at San Diego Store 


San Drieco, CaALir.—There are four 
fine shoe departments in the new 
Walker’s department store, Broadway 
at Fifth Avenue, San Diego, a nine- 
floor department store established by 
a company which already has major 
department stores at Los Angeles and 
Long Beach. The buyer and manager 
of all shoe departments, with the ex- 
ception of the men’s shoe department, 
is “Scotty’” Sutherland. The men’s 
shoe department is managed by R. G. 
Barker. 

Mr. Sutherland was formerly with 
L. W. Barnett, Long Beach, proprietor 
of the chain of five Barnett Booteries, 
and prior to that was with Walker’s 
at Los Angeles. He is widely known 
in retail shoe circles in southern Cali- 
fornia. Mr. Barker is proprietor of 
The Friendly Five Shoe Shop at 431 
Broadway, San Diego, and has half in- 
terest in a similar shop at Santa Bar- 
bara. 

The women’s and men’s department, 
continuous one with the other, occupy 
practically the entire rear of the first 
floor. The chairs are upholstered 
in red leather with tubular chromium 
plated frames and with fitting stools 
to match. The wood work is in mis- 
sion finish oak and the carpeting in 
Feltex. A complete ring of indirect 
lighting gives perfect daylight effect 
at all times. The store as a whole at 
the present moment is said to be the 
most modern lighted store in the world 
as there is not one candle power of 
direct lighting on any one of the nine 
floors. 

Gray is the predominating color in 
the large popular price basement de- 
partment, as all furniture and the 
shoe boxes themselves are in the same 
shade. The floor is in red imitation 


- tile, which brings out the gray in sharp 


contrast. The basement department 
has forty chairs and occupies the entire 
rear of the basement area. 

The children’s shoe department is 
located on the fourth floor. It fea- 
tures children’s shoes up to Size 3, 
misses’ and boys’ up to Size 6 and 
juniors’ up to Size 7. 

The new department store occupies 
the building formerly occupied by Holz- 
wasser’s, Inc. This building has been 
completely modernized and refinished 
inside and out. The location has long 
been considered the primary location 
of the city. 


M. M. Maddox New Manager 


Des Moines, lowa—M. M. Maddox of 
the Chicago Florsheim organization 
has taken over the position of man- 
ager of the Des Moines factory shve 
store, succeeding W. E. Beall, who has 
returned to his home in Fort Smith, 
Ark., for an indefinite stay. Mr. 
Beall was secretary of the Des Moines 
Retail Shoe Dealers. No successor 11 
that office has been named. 
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UNISHANK 


This important new development in shank con- 
struction has been thoroughly tested and is en- 


dorsed by leading manufacturers and retailers 


A special circular on UNISHANK will be mailed on request 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAWIFIED ano WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WEET. 2 ww ww 








SALESMEN WANTED | SALESMEN WANTED SALESME" YVANTED 


Wits??: Seeman foe California, Line In- 
EXPERIENCED SALESMEN WANTED | | ctsition iat” ihe KepnerScot shoe ¢: 
BY BROCKTON MANUFACTURER winbwre, Pena 


of MEN’S dress shoes to sell a low priced ($2.00 to $2.50 retailer) well styled line of up 
to the minute patterns and lasts to the general retail and department store trade. Only in- XPERIENCED Salesmen: Established manu- 
terested in men (25 to 50 years) thoroughly known to the trade who live in or near their E facturer infants’, children’s, misses’ thread 
territory. In your reply state age, experience in territory, previous and present connec- lasted stitchdowns in stock line medium pi ica 
tions, line carried now, record of sales, exact boundaries of your territory, number of range. Territories open: Missouri, Arkansas 
accounts, financial condition. ; Kansas, Mississippi, Alabama, Illinois, Chicago, 
Strictly COMMISSION—5% on NET sales including mail orders. Oklahoma. Will open new territories in other 
SHOES IN STOCK and MAKE UP. states. Interested in high grade men who can 
No objection to one selling a non-conflicting line. ps Ss —— “omy ed ae 
TERRITORIES: New York State (2 men), New Hampshire, Vermont, Pennsylvania Shoe Recorder, 239 West 39th Street, Naw 
(2 men), Maryland, Delaware, District of Columbia, Virginia, W. Virginia, Ohio, Michi- York, N. Y. 
gan (excluding Detroit), Illinois (excluding Chicago), Wisconsin, Minnesota, Oklahoma, 
Kansas, Nebraska, Kentucky, T: » No. Alab Texas (2 men). 


Address E 545, Care BOOT & SHOE RECORDER SALESMAN wanted for Nebraska. Strong line 
Wonderful pos- 


140 Federal St., Boston, Mass. , Stitchdowns, prewelts, turns. V 
sibilities for right man. All details first letter. 


Marvin H. Shapiro Shoe Co., 116 S. Wells St., 
Chicago, III. 


SALESMEN WHOLESALE MANUFACTURER with fifty years’ experi 
=—_ wants a salesmen gery new 

. type orthopedic arch support. rotected terri- 

A substantial and representative in-stock ° * : 

line of Ladies’ Novelty Footwear is avail- SALESMEN NY Write Hunter, 86 Ellicott St., Buffalo, 

able for real, live-wire salesmen for the iiss 


following territories: Following territories open for resi- 


MICHIGAN a INDIANA ives—Ohi ichi- . : - 4 
nn on wd a it ~ nh dent Pegg ee ; “ — Francis Ouieet aad other nationally promi- 

: a aaa : an icago, part o outhwest. nent sportsmen, building sales organization to 
MISSOURI — ARKANSAS 8 2 6° P A . market revolutionary formula for athlete’s foot, 
KANSAS — OKLAHOMA Pacific Coast. Nationally known rspiring feet, etc. All territory open. Must 

z s 9 * ave established trade with reputable footwear, 
If you are capable—if you are experienced IN STOCK line Women’s Novelties findings or hosiery concern to carry this side 
—if ycu command a following amongst the retailing at $3; Sport Shoes at $2, line. Commission. Retails at $1. State experi- 
ence, connection and territory. Bemor Corpo- 


retail trade—if you can do justice to a 3 * 
line of 250 and more numbers—if you $3, $4; strong line of Play and ration, Hodgson Building, Minneapolis, Minn. 


possess these qualifications, apply at once, Evening Sandals at $2, $3. Only 
as $8 ts cur plan to ervange wherever poset experienced, successful shoe sales- WANTED—shoe salesmen to sell Shoe Doctor 
ble for personal interviews at the National . ‘. - Shrinkers in southern and western states. 
Shoe Fair in Chicago on January 6th to men with trade following in re- Large commission paid. Full or part time. 


9th, at the PALMER HOUSE, Room spective territory will be consid- See us at the Palmer House at the Chicago Shoe 
934-W. Consideration will be given only to . j Fair or write E. C. Smeltzer Co., 121 FE. Sst 
those whose applications give full details. ered. Drawing acct. against comm. Street, Indianapolis, Indiana. 


Address E-548, care Apply Room 886 Palmer House a 
BOOT & SHOE RECORDER, during National Shoe Fair, Golo BUSINESS OPPOR TY 


239 West 39th Street, Slipper Co., 129 Duane St., N.Y.C. 
New York, N. Y. 



































ERNIE BIERMAN, famous football coach; 




















EST’D. FOOT CORRECTION OFFICE 
Beautifully furnished and fully equipped, chance 
of a life time for man with shoe or foot ap- 
pliance sales experience to own a profitable busi- 


SALESMAN—Calling on Chain and Dept. SALESMEN with well rated Accounts wanted ness with unlimited possibilities. Excellent loca: 
stores, to carry line of children’s “In Stock”’ in all territories to sell our well known popu- tion in Boston. $800 required. Owner accept- 
Prewelts; sizes 2% to 8, on commission basis. lar priced ‘“Hapytoz” Pre-Welts, on Higliest ing elective office. Address E. 541, care Boot 
Address E-546, care Boot & Shoe Recorder, 209 Commission basis. Staud Shoe Corpcration, & Shoe Recorder, 140 Federal Street, Boston, 


South State St., Chicago, IIl. Rochester, N. Y. Mass. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. 

The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

ga” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “J 
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BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











—tThe time is right— 
GET INTO BUSINESS 
FOR YOURSELF 


Opportunities 
For Experienced Shoe Men 
Who Can Qualify 


If you are ambitious—capable—re- 
liable—and can make a small capi- 
tal investment, a large, progressive 
Middle Western concern has open- 
ings in all sections. Write for 
details. 

Address E-540, care 


BOOT & SHOE RECORDER 
1627 Locust St., St. Louis, Mo. 














LINE WANTED 


WANTED: Manufacturer or Jobbers line 
Ladies’ popular priced novelty shoes for Ga., 
Fla. and Ala. Have established trade. Box 22, 
Williamston, S. C. 

UR man in Virginia and West Virginia 

would like a non-conflicting line—Ladies’ 
Novelty Shoes preferred. We can’t recommend 
him too highly. He sells good accounts and 
plenty of them. The Geo. N. Cohen Co., New 
York City Slippers and Beach Sandals. Send 
all particulars to W. F. Hackler, 315 Day Ave., 
Roanoke, Va. 


CANADIAN Manufacturer of Rubber and 
Canvas Footwear is desirous of diversifying 
their line of products or would be interested in 
representing any branded or special feature 
range of U. S. manufacture for the Canadian 
market. Company is well equipped for manu- 
facturing with sales organization capable of 
covering the Canadian market. Address E-542, 
care Boot hoe Recorder, 239 West 39th 
Street, New York, N. Y. 














POSITION WANTED 








Shoe Manufacturer—Attention 


Do you want business in New York 
and the Middle West by one who has 
styled and sold his own shoes for 
a good many years? Let’s talk it 
over. Address E547 care Boot & 
Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 














SHOEMAN, age 34, desires position as store 
or department manager, has had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 
window trimming, will go anywhere. Address 
E-544, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








To Make Shirley Temple Slippers 


JERSEY City, N. J.—H. M. Edelstein, 
president of Restful Footwear Com- 
pany, 31 Wilkinson Avenue, announces 
that his firm has been selected as the 
exclusive American manufacturers of 
Shirley Temple children’s slippers. 

According to Mr. Edelstein, the name 
and the romantic appeal of this popu- 
lar young moving picture star, who 
is so actively influencing the dress and 
styles of children, has a tremendous 
appeal both for retailers and their cus- 
tomers. It is a name that is known the 


The Shoe Doctor Shrinkers 


With our specially prepared fluids, 
shrink leather and fabric shoes with- 
out injury, 


After months of experimenting, we have 
perfected a Roller Type Device which is 
easy and simple to oper- 
. ate and will shrink-out 
gapping and fullness 
around top of shoes. 
Saves sales and makes 

satisfied customers. 


The Original Shoe 
Doctor Shrinker iron 
combined with the new 
Roller Type Device 
gv’ makes a complete shoe 
betes tt shrinking set. Eliminate 

your shoe complaints by 


$12. 90 a ordering these at once. 
See them demonstrated at the National 
Shoe Fair in Chicago, Jan. 6-9. 
Curved iron now only 
Roller Type Device 
Complete Set 
(Fluids included in above prices) 
f.o.b. Indianapolis, Ind. 


E. C. SMELTZER CO. 


121 E. 51st Street, Indianapolis, Ind. 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, ers er retailers, 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 
Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 

















world over and catches the children’s 
fancy at once. 

The complete line of authentic Shir- 
ley Temple slippers is now in-stock and 
will be shown at the National Shoe 
Fair in Chicago early in January. 


Open Spring Campaign 

New YorK—The Selby Shoe Co. 
has announced the opening of their 
Spring campaign on the Arch Preserver 
line based on “Arch-Curve” fitting—an 
interesting story in feature shoes now 
told for the first time. 











INCREASE 
YOUR SALES 


33% 
WITH 
SCIENTIFIC 
SHOE FITTING 


THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Arch Length - Toe Length - Width - ALL at once. 
“‘We have found the Brannock to be positively out- 
standing in correct fitting to any of the other 
devices that we have ever used.’ 

J. N. Adam & Co., Buffalo, N. Y. 
Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the Brannock. 

Write for Descriptive Folder 

and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 











MONEY 
IN FOOT CORRECTION! 


t - 
bcm at = 


, na a 


A ‘“‘Technopedic System of Foot Correction”’ 
office or department will make money for you. 
Many successful offices throughout the coun- 
try. Technoped machines, complete equip- 
ment, home study course and diplema on com- 
pletion at low cost. Easy terms. Write. 


TECHNOPEDIC INSTITUTE 
665 BROAD STREET NEWARK, N. J. 




















Retailers Hold Surprise Party 


Dayton, On10—When members of 
the Dayton Retail Shoe Dealers Club 
assembled at the Dayton-Biltmore 
Hotel on Dec. 11 for their regu- 
lar monthly dinner meeting, they were 
treated to a “surprise party.” Instead 
of being a regular session, it turned 
out to be a Christmas party, with a 
gayly decorated miniature Christmas 
tree and presents for those present. 

Louis A. Miller, president of the 
organization, acted as Santa Claus, 
and with the aid of “Pete” Myer, the 
club’s first president, who held a hat- 
ful of numbers, the various gifts were 
distributed. There were large and 
small packages, all neatly wrapped 
and tied with holiday trim, showing ex- 
cellent work of package wrappers in 
various Dayton stores. There were 32 
men present for the party or two more 
than at the November dinner meeting. 
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To 
Our Advertisers In This Issue 








A Job and a Home 


Thank God for that measureless 
blessing 

That keeps the heart happy and strong, 

That scatters the roadway with sun- 
shine, 

And graces the day with a song, 

That brightens the dooryard with roses, 

And keeps the dear hearth-fire alight 

—A job to go to in the morning, 

A home to come back to at night. 


Thank God for that thread in its sinew 

That makes any land to be great, 

That brightens the glow of the glory 

That falls on the flag of a state; 

That strength that will gird any nation 

With great and invincible might 

—A job to go to in the morning, 

A home to come back to at night. 
—Clarence Edwin Flynn. 





Shoe Industry on Wheels 


Boston, Mass.—Plans for a “show- 
room on wheels” to carry representa- 
tives and exhibits of New England 
manufacturers to eighteen states have 
been announced by the Industrial Ex- 
hibition Trains Association. The train 
will consist of 5 Pullman cars and seven 
exhibition cars and the itinerary will 
call for twenty-nine stops in eighteen 
states going as far west as Denver and 
San Antonio and south through Dallas, 
New Orleans and back north through 
Alabama, Tennessee, Kentucky, Ohio 
and Pennsylvania. 

The “rolling fair” has been created 
to carry the story of the New England 
manufacturing facilities to a territory 
in which the buying power is estimated 
at many billions of dollars. Each ex- 
hibition car will be arranged with 
twelve exhibits. The shoe industry, the 
jewelry manufacturers, the frozen and 
packed fish industry and the textile 
group will probably require one exhibi- 
tion car each. The special train is 
scheduled to leave Boston Feb. 16 and 
return March 9. 





Carlat's Bootery to Close 


Kansas City, Mo.—After_ thirty- 
three years in the shoe business at 12 
East Eleventh Street, Carlat’s Boot- 
ery will close its doors Jan. 1. A 
liquidation sale is now in progress to 
dispose of the merchandise on hand. 

Claude A. Carlat, owner of this shop, 
is a member of a family long identi- 
fied with the shoe business and pioneers 
in the civic and business life of this 
city. Mr. Carlat’s parents were early 
residents and the family has always 
resided here. 
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PUTS 


Action photo snapped at Tudor City Wi, Mun 


Tre shoes you sell today, and for the next six 


weeks, will have to “take it’. They'll be worn over icy pavements, 


and in steam-heated apartments, under overshoes, or through the snow. 


It’s important that these shoes be made of leather that can 
stand the test of action, that retains its firmness and flexibility 


through constant wearing in extremes of heat and cold. 


a 


3 4 ioe al 7 
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-.- 


The Woman's Shoes From Selby 


IF you want to satisfy your customers, sell shoes of 
MEN'S COLORS 


Spaniel Tan No. 19 (Sorrel). , McNEELY KID 


Retriever Brown No. 28 (Dapper) 


WOMEN'S COLORS ? ‘ 
iMesine Blue agg ladies Brown THE leather that S tanned for action | 


No. 74, Marrona No. 25 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 


Vol. CVIII, Ne. 18, BOOT AND SHOE BECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 

















A Happy New Year to you! Andahappy, sixtieth 
one for us. 


Each of the sixty modern years since 1876, when 
Gustav Levor started tanning operations, has found 
this business making progress. Thanksgiving is requisite 
for the destiny which guided us so well through the many 
changing courses of time. 





Leadership imposes ceaseless research for possible improve- 
ment. Levor production of unique white kid, unrivalled in quality 
and in volume, has also brought many new developments. Some 
discoveries occur overnight but they become achievements only after 
much experimentation and long testing. 


These sixty years hold priceless experience and knowledge. They insure 
the dependability you associate with Levor white kid; the uniformity of 
quality for service satisfaction; and the beauty of “the whitest whites” that 
makes this leather your best source of profits. 

















G. LEVOR & CO., INC. 
GLOVERSVILLE NAY Ae 40) 31:6 
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This important new development in shank con- 
struction has been thoroughly tested and is en- 


dorsed by leading manufacturers and retailers 


A special circular on UNISHANK will be mailed on request 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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LEADERS FOR 1936 


FIRST IN COMFORT 


FIRST IN FOOT CORRECTION 


Health Spot “Regulars” have proved their value 
as result-getters: 

Results in foot correction and foot comfort— 
Results in gaining and keeping repeat cus- 
tomers— 

Results in profitable turnover for Health Spot 


Health Spot “Dress Weights” manufactured by 
Foot-so-Port Shoes, Inc. of Rochester, New 
York, are lighter weight, higher styled shoes 
with the Health Spot Insole construction. Both 
lines are needed for practical merchandising 





Dealers— 
There is no better shoe for real corrective work. results: The Health Spot “Regulars” for every- 
Let Health Spot Shoes show you the way to day service and correction and the “Dress 
. ” 
real profit-building business. Weights” for women who demand plenty of 
style but need the protection and support of 
the Health Spot Insole, during “dress up” hours. 


HEALTH SPOT “Dress Weights’’ 


ORDER FROM 


FOOT-s°-PORT SHOES, inc. 


37 CANAL ST. 
ROCHESTER NEWYORK 


ORDER FROM 


MUSEBECK. SHOE CO? 
200 COMMERCE ST. 


Danville. Illinois 


By. 6 Fe es ee oO a OP 


FOR MEN AND WOMEN 
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There's an 
Endicott Johnson Product 
for Every Shoe Store 
in America! 


From the largest most modern shoe stores 
in our great cities to the smallest general 
store in the open spaces of the country 
you'll find Endicott Johnson shoes meeting 
the demands of every member of the 
American Family. 


Good, well made, and reliable with service, 


economy and style as dominant features, 
Endicott Johnson shoes offer your cus- 
tomer in every case the most value for 
the least money. 


Important too, is the efficient and prompt 
IN STOCK department at the service of 
the retailer who merchandises Endicott 
Johnson shoes. It is a service that enables 
him to sell a complete line without main- 
taining expensive stock and a service that 
keeps old customers and creates new ones. 


Sell the Endicott Johnson line in 1936 and 
build satisfaction and good will amongst 
your customers and greater profits for 
yourself, 


(ENDICOTT | 


Fae, 
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Watch For 
The E-J Salesman! 
He’s on His Way 

to Your Store! 


An Endicott Johnson salesman is headed 
your way, enthused over the smart new 
Spring shoes he has to show you, and the 
merchandising plais and services which 
will win you new customers. 


A few minutes spent with this able repre- 
sentative will mean many extra dollars 
of profit for you in 1936. 


New styles, new materials along with the 
world renowned craftmanship of Endicott 
Johnson shoemakers combine to make 
this new Spring line of Endicott Johnson 
footwear the finest ever. 


There are shoes for every member of the 
family—novelties, arch types, dress shoes, 
sport shoes and work shoes—a line that 
covers every demand for Spring and a 
line which retails at a price that is satis- 
factory to all. Watch for the E-J Salesman! 
He'll be there soon! 


THERES AN 
ENDICOTT JOHNSON 
Produ 
FOR 
EV STORE 


IN AMERICA Pp 


¥ 


ST.LOUIS, M 
NEW YORK CIT 
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THE PROOF OF THE PUDDING 
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The test of the sales appeal of men’s shoes bottomed with 
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Kistler BENCH BRAND leather soles is in their trial 


Now, at the period of the year when good 
resolutions are in order, would it not be 
wise to decide that another year will not 
pass before a line of dress, street, sport 
_or heavy-duty shoes bottomed with Kistler 
BENCH BRAND sole leather is in your store? 


Many thousand pair of men’s shoes were 
made last year by prominent manufacturers 
and sold throughout the country by progres- 
sive dealers, who saw an opportunity to use 
this super-grade of sole leather in getting 
desirable and profitable trade. 





















Shoe prices are stiffening. Retail mark-ups 
are in order. Customers will ask why. Over- 
come sales resistance, justify higher price 
with higher quality. This you can do easily 
if you are in position to point to Kistler 
BENCH BRAND outsoles on the shoes offered 
men. 





Take this up with your manufacturer. 
Prompt action may greatly influence your 
sales and profits during 1936. The price 
of shoes he makes for you with Kistler 
BENCH BRAND leather soles is the only 
capital investment required to gain every 
advantage following. 


THIS CHART REPRE- 
SENTS A SIDE OF 
LEATHER. THE PART 
USED FOR KISTLER 
“BENCH BRAND” 
SOLES IS ABOUT 13% 
OF THE WHOLE SIDE. 


ANY 




















